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SHOWCARD & SIGN CO. LTD. 
Paragon Works, Enfield, Middx. 


Tel : Howard 165/ ACME 


TO THE 


LETTERS 


EDITOR 


Caneelling 
Them Out 


Sim,—The policy adopted by 
proprietors of comparatively 
small publications such as mine 
may differ from that of the larger, 
but a decision I made when | re- 
ceived a cancellation, through an 
agent, some time ago may be of 
interest. No reason was given 
for the cancellation. 

’ My contention was that any- 
“one placing an order for anything 
‘was entitled to make his own 
‘conditions. If the supplier is not 
gatisfied with those conditions he 
‘ean refuse to accept the order. 

If he accepts and later con- 
Siders a cancellation unreason- 
lable, or, as in the above case, no 
Teason is given, then he merely 
refuses to accept orders from that 
‘advertiser in future. 

I am, by no means, in a posi- 
‘tion to adopt an attitude of inde- 
‘pendence and depend very much 
‘on the goodwill of those who 
‘advertise with me. If I cannot 
be relied upon they will not ad- 
Wertise with me. Why, therefore 
‘should 1 accept business from 
‘those on whom I cannot rely? 

I should not, of course, adopt 
‘such a policy in the case of an 
advertiser who gave me a fair 
Treason for cancelling. 


R. C. WALLIS, 
Exhibition Bulletin. 


How Agencies 
Could Retaliate 


Sin,—There still persists much 
muddled thinking in the case pre- 
pared by “Newspaper Proprietor” 
(May 3 

The clause stipulating a right 
to cancel at any time does not 
owe its existence to the fact that 
publishers have been too apa- 
thetic to get together and decline 
advertising on such terms. It 
owes its existence simply and 


solely to the fact that advertising 
agents are not prepared to place 
their orders without that condi- 
tion. Lf the “might is right” policy 
is to be extended still further by 
newspaper proprietors and that 
condition is to be refused, this 
agency will not place any but 
single insertions and to do this 
will not seek support from 
other advertising agencies. This 
agency is capable of standing on 
its own feet. 

Cannot “Newspaper Proprie- 
tor” understand that there is no 
question of evading specific per- 
formance of a contract by adver- 
tising agents? If this gentleman 
does not like the terms of an 
offer let him refuse them. If he 
accepts them it is useless to say 
or infer subsequently that non- 
completion under _ stipulated 
terms is a ey of contract. 


H. GOODCHILD. 


114-115 Shams E.C.1. 


Direct Mail At The 
Cross Roads 


Sirn,—The increase in postage 
rates for.printed matter may yet 
prove a blessing in disguise for 
direct mail users if it forces both 
them and the agencies to revise 
their handling of this form of 
advertising. 

Up to now there has been far 
too much unnecessary waste in 
direct mail, clients and agents 
alike being generally so obsessed 
with questions of quantity that 
not nearly enough attention has 
been given to selecting addresses. 
A hit and miss policy which might 
involve a waste of 20 per cent so 
long as 3 per cent replies were 
received may have served in the 
“cheap old days” of yesteryear, 
but even before the increase in 
postage rates, paper and printing 
costs should have forced second 
thoughts. 

What is needed is on the one 
hand much closer co-operation 
between advertiser and agent 
and a change of attitude on the 
part of the agencies themselves. 
Trade lists as such are no longer 
good enough; in future they ought 


to be merely the raw material 
from which lists to suit the in- 
dividual requirements of the ad- 
vertiser will have to be fashioned. 

Given these changes, there need 
be no increase in direct mail costs 
while results will show surprising 


improvement. 
M. T. HULL, 
Direct Mail Consultant. 
126 Uxbridge Road, W.12. 


Publicity Needs A 
Good P.R.O. 


Sir,—Mr. Sidney Rogerson 
does not seem to get very far in 
his article (May 31) on publicity 
and public relations, but he makes 
it abundantly clear that publicity 
needs a really good P.R.O.! 

Surely advertising, publicity 
and public relations, are all part 
of modern sales methods: where 
one begins and the other leaves 
off depends on the requirements 
of the particular concern or indi- 
vidual—and no two have the 
same requirements. 

Whether it is goods or services 
—ultimately the test is the volume 
of sales. 

Instead of trying to standardise 
and pigeon-hole, would it not be 
wiser to emphasise the special 
individual nature of every re- 
quirement which naturally calls 
for different and  jndividual 


handling? 
(Mrs.) W. HOEY. 
2 Gledhow Gardens, S.W.5. 


Waste Paper 
Collection 


Sir,—Mr. Nigel A. Rainbow 
(May 31) may be assured that if 
any refuse collector in Harrow 
has “thrown in with the rest of the 
damp refuse” any waste paper 
carefully kept separate by the 
householder, he has done it in 
defiance of the expressed, and oft 
repeated, instructions issued by 
the Council’s surveyor. 

Human nature being prone to 
err, there are, of course, cases 
where some salvage collectors 
may take the line of least resist- 
ance, but if Mr. Rainbow will 
communicate with me, giving 


SHOWCARD 4& SIGN CO. LTD. 
Paragon Works, Enfield, Middx. 


ACME Tel ; Howard 1651 


details of any occasion when the 

sort of thing mentioned in his 

letter occurs, the matter will be 
immediately followed day 

H. WELLS, 

Clerk of the Council, 

Urban District of Harrow. 


Question And 


Answer 

Sirn,—One of the Advertising 
Association’s questions in 
examination this year was: 

A leading maker of well-known 
branded goods, with an appro- 
priation of £60,000 per annum, 
or over, entrusts his advertising 
to a large modern advertising 
agency, with a full range of 
specialised departments. Outline 
the responsibilities of the adver- 
tising manager to the advertising 
agency. 

The italics are mine. This 
should settle an old argument 
once and for all. Advertising 
managers now know where they 
stand! 


ADVERTISING MANAGER, 
(Name and address supplied) 


Letter Slogan Was 
Bottom Of The Class 


Sin,—The use of a slogan in 
conjunction with a _ franking 
machine has its drawbacks as well 
as its merits. 

If the envelope is not carefully 
placed before franking, parts of 
the slogan may “print-off” with 
disastrous results. 

A well known Birmingham firm 
of engravers uses the slogan: 
Class produced not mass pro- 
duced 

On an envelope I have in front 
of me the first two letters of the 
slogan are not printed. 


R. M. DAVIES, 

Managing Director, 

Sterling Advertising Ltd. 
Birmingham. 
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It is a fact that the reader you address through and needs, and interests of her sex. The shrewd 
MOTHER & HOME buys home and family space buyer takes the powerful ‘mother’ and 
products; she is a mother, and she has ‘home’ appeal as proven—but does not forget 
a home. But don’t let that blind you to the that MOTHER & HOME is an obvious medium 
fact that she is a woman... has all the tastes, for everything that women buy. 


MOTHER™HOME 


PHOTOGRAVURE - I/= Monthly - Page Rate £100 


RF a eee ee ee. | Re.) gee Mesmert 
: wZ a : . t : rat ; 1 : dite 4 = : oe: ‘ : AS A a ali as 
a > > 4 ey * 
: ; " 
: . a . 
ae S 9 
were. m 3 e 
ia et oa 
- be >. & oF = 
: . or. 
’ ett es Re Ey! iy | “tS 
é 4 os 1 ge 
’ ah 4 4 ’ 
: eee MeysCinge | i 
ee , ers ‘ ; 
. eu! a 
i NEARS 4 
7 -: y | 
raf r ad “46 Ny ee . 
ay 
i — r as or ; 
Pe , SS an (emma / ‘i 
a nT wai cent & ; 
en, oe —~ SS } Seow’ | 
: = iia. ids - ae. it ee oe . | j ~- " ; : 
e ; die " “b> ‘ Sys ‘ " 
7 . 
; z 
if 
A 
a | = 
¥ <i at 
ee <n « me \ Soe \ 4 ' 
(4 RAND 
ia es é A 
En. i ; ; 
eS “ = oe : 3 
one ee  w ; 
via e ~~ J. ry 
4 > > es ff 
- <a . 4 
i Pe : 
A ’ 
Fe: A. W. BURNETT, ADVERTISEMENT DIRECTOR, WELDONS LTD., 30-32, SOUTHAMPTON STREET, LONDON, W.C.2 | 


Advertiser's Weekly 
June 14, 1951 


BACK 
TO FRONT 


Front to back 


Advertiser's 
Weekly 


The Organ of British Advertising 
Vol. 152 No. 1,981 
THURSDAY, JUNE 14, 1951 


LONDON 
OPINION 


is read over and 


over again 


Eden Warns Against State Interference— 
Urges Poster Standards Must Be Raised 


CHANCE OF BETTER UNDERSTANDING 


WITH PLANNING AUTHORITIES 
‘Advertiser’s Weekly’ Reporter 


A PLEA and a warning were given by Mr. Anthony Eden, 
M.P., at the British Poster Advertising Association’s 
annual dinner at Brighton last week. 

The plea was for recognition of the economic importance 
of advertising. It was indispensable in helping to maintain full . 
employment and continuity of production, he said. 

The warning was against State interference: “The more 
wisely an organisation such as yours manages its affairs, the 
stronger its claim to have a minimum of such interference.” 


Mr. Eden’s main theme was 
that: “Advertising enables the 
volume of production to be in- 
creased and maintained at a point 
where the economies of mass pro- 
duction are achieved.” 

To-day, the selling of the out- 
put of factories was a compli- 
cated undertaking in which adver- 
tising played a vital part, he said. 
It was indispensable in helping 
to maintain full employment. 


‘Protect Beauty Spots’ 


The function of the poster was 
admittedly one of propaganda. 
It could tell us to eat more, or 
less, bread (though it was hardly 
likely to tell us to eat more 
meat!). But it could also tell of 
our way of life in England— 
what we had, and stood for, and 
believed in—when foreign visitors 
came among us. 

It was of first importance that 
the standards of production and 
presentation should be raised, he 
urged. The artistic poster could 
carry its message as well as any 
other. 

“Tam sure you are alive to the 
importance of protecting places 
of beauty in our countryside,” he 
said. “In all these matters a 
balance had to be kept between 
the needs of industry and the pro- 
tection of amenities that were 
part of our national life. 

“I am very glad that you have 
an organisation that works in 
amity and goodwill, and agrees 
action and policy which it can 
support in the national, as well as 


sectional, interest,” he concluded. — 
Mr. George Mills, president of 
the Association, claimed that the 
Association fully realised that the 
power of the poster involved 
serious responsibility. This 


medium, which he hesitated to Lord Mackintosh watches the selection committee judging exhibits 
place second even to the Press, for the “International Advertising Technique To-day” exhibition to be 
must be entirely free from bias. held during the International Advertising Conference. 


It must, so far as possible, make 
its space available to all. 


coe lal cachien We mie 2000 Delegates Enrol 


lease our space to posters which 


are indecent, prurient, or horrific. . 
Ou occasion, isolated posters may Over 2,000 delegates from 35 Registrations are still being 


be exhibited that do not conform countries have now regis- 
to our views. But any ban that tered for the International 
may be declared can only apply Advertising Conference. 


to sites controlled by our Associa- “ bein g threwn 
tion or sister associations.” Hats are 


On the subject of advertisement wildly in the air down here,” 
@ Continued on page 474 said one of the organisers. 


received at a daily rate 
which means that the 


Each copy of LONDON OPINION, 

passing from hand to hand, 

spreads its good humour among an ever-widening 
circle of readers — to the benefit of many 

regular advertisers who have discovered 

that happy people spend most. 


LONDON OPINION 
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m Women To Play 


Vigorous 


Part In Conference Debates 


Their Role In 
Advertising 


Of all overseas and home busi- 
ness delegates 10 per cent are 
women. This proportion is the 
same for overseas, and for home 
delegates. 

Of the first 1,500 registrations 
received from overseas and from 
Great Britain—including every- 
one except Youth Scheme dele- 
gates—25 per cent can be grouped 
under the heading of “wives and 
families.” 

Of the Youth Scheme delegates 
20 per cent are girls. 

These figures were given by 
Miss Doris Richardson, president 
of the Women’s Advertising Club 
of London, when she stated last 
week that women would play a 
vigorous part in the Conference. 

“The day is long since past 
when we were looked on as 
Cochran's Young Ladies of ad- 
vertising,” she said. “The registra- 
tion figures prove that women are 
definitely established in advertis- 
ing, and have a distinct contribu- 
tion to make.” 

Miss Richardson proved, also, 
that women can keep a secret. 
She promised there would be 
some vigorous, thought provoking 
comments from women speakers, 
but would not give even a hint 
as to the line she expected they 
would take. 

Anyway the women themselves 
consider it so important that they 
are inviting every delegate to 


their specialised session. 
CONFERENCE 


CAMEOS 


Hostesses and interpreters will 
be provided when delegates’ 
wives attend fashion shows and 
shopping expeditions at Harrods 
and Derry & Toms. 

* * * 

Applications and cheques for 
tickets for the Hurlingham Ball 
—which is to be open to non- 
delegates—may now be sent to 
The Secretary, Fleet Street 
Column Club, as well as to the 
Advertising Association. 

. * * 


Conference organisers are ap- 
pealing to delegates to notify 
quickly which social events they 
wish to attend so that disappoint- 
ments may be avoided. 

* * - 

At the end of the Conference, 
some of the delegates—mostly 
Americans—will fly to Dublin to 
be entertained for a week as 
guests of a joint committee of 
more than 20 Irish advertising 
and newspaper firms. 


A pleasant view of Hurlingham—scene 


of the ball and starlight 


garden party. 


Free Trip For The Star Pupils 


Because they were star pupils 
in the advertising course run at 
the High School of Commerce, 
Dublin, four young Irishmen will 
be guest delegates to the Con- 
ference and will later spend a 
week free of cost touring England. 

Cost of the “scholarship” will 
be borne jointly by the Publicity 
Club of Ireland, the Advertising 
Press Club of Ireland, the Irish 
Association of Advertising Agen- 
cies, and the Irish Periodical 
Publishers’ Association. 

The four men are Sean 
Brennan; Padbury Advertising 
5 Alia Ma Maxwell, Irish Press; 

; and Thomas E. 
Milnes. bet Petroleum Co., Ltd. 
Youth Scheme delegates in- 


clude: 


0. F. Ringenson (26), editor 
and member of the Stockholm 
Advertising Club, a graduate of 
Uppsala and Stockholm Univer- 
sities. 

L. A. Rolfe (27), an assistant 
advertising manager and member 
of the Stockholm Advertising 
Club and the Swedish Advertis- 
ing Association. 

Edmund A. Preston (23), busi- 
ness manager of the College 
Newspaper Hurricane of the 
University of Miami and the 
official delegate of Alpha Delta 
Sigma, the professional advertis- 
ing fraternity. 

M. Chapoutot (23), a contact 
man with the Elvinger Advertis- 
ing Agency of Paris. 

M. Bertault (24), in the adver- 
tisement management  depart- 
ment of S. A. Philips Eclairage et 
Radio. 

K. W. Petersen (28), in the ad- 
vertisement management depart- 
ment of Aalborg Stiftstidende 
and a member of the Danish Ad- 
vertising Association. 

Knud Kanstrup (25), assistant 
advertising manager with Philips 
A/S and a member of the Danish 
Advertising Association. 

J. Douglas Martin (24), assis- 


tant to the district sales manager 
of Ellis & Howard Ltd. (the 
Canadian Westinghouse Co.) of 
Kitchener, Ontario. 

G. L. H. Bouchez (27), who is 
with Technique et Services Pub- 
licitaires and a member of 
Chambre Belge de la Publicite. 


THEY HAVE GOT 
A GONDOLA 


Through the agency of 
D. C. Embley, advertising and 
publicity manager of H. W. 
Carter & Co., Ltd., a gondola 
has now been secured for the 
Hurlingham revels. It is prob- 
ably the only one in the 
country. 

The owner is Charles 
Yarrow, tenant of the Angel 
Hotel, Henley-on-Thames. It 
was imported from Venice 
before the war by another 


Henley resident. 


Papers Flown 
To Tokio 


Evidence that the small posters 


despatched by the Conference 
Publicity Committee some weeks 
ago among other places to airline 
offices throughout the world are 
playing their part in securing 
delegates is provided by the case 
of Goro Murata, business man- 
ager of the Nippon Times. 

Visiting the B.O.A.C. Tokio 
office some days ago Mr. Murata 
decided that he wished to take in 
the Conference during a visit to 
England. His request for detailed 
information came speedily to the 
organisers through  B.O.AC. 
channels, with the result that, 
again with B.O.A.C.’s co-opera- 
tion, Mr. Murata received regis- 
tration forms and full details 
within a few days. 
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FRIENDLY NOTE 
AT THE 
WELCOME CLUB 


Several hundred visitors can be 
accommodated in the “Welcome 
Club” at St. Ermin’s Hotel, 
— it is more than pleasantly 
ull. 


A ballroom, supporting a 
gallery on pillars, and an ante- 
room have been taken over, and 
will be specially furnished and 
equipped with all the amenities 
of a West End club. Special 
licensing arrangements have been 
made so drinks may be served 
from 11 a.m. to 11 p.m. 


Information Desk 


It is hoped that the Club will 
serve as a centre for informal 
activities not specified in the 
programme. It has a total floor 
space of 4,000 sq. feet. Writing 
facilities and stationery will be 
provided, and the W.V.S. will 
staff an information desk. The 
Club will have a special entrance 
in Broadway. Light meals can 
be served in the Club, and main 
meals obtained in the hotel. All 
drinks will be at the hotel prices, 
which are moderate. 

Mr. George Simon, general 
manager, Daily Telegraph, will 
ensure that the interests of all 
male guests are studied, and Miss 
Flora Honywood, a director of 
Coty (England) Ltd., will look 
after the ladies. Red badge 
receptionists will be on duty at 
the Club to help all visitors feel 
at home. Mr. F. Howard Potter 
is secretary of the Welcome Club 
sub-committee. 


Press Council— 
An Alternative 


While some progress has been 
made towards a Press Council it 
is idle to pretend that there is 
widespread enthusiasm for a pro- 
ject which, to some, savours of 
Press control. 

This was stated by the chair- 
man, Mr. C. T. Barton (Leicester 
Mercury) at the annual members’ 
luncheon of the Press Associa- 
tion at the Savoy Hotel, yester- 
day (Wednesday). 

Was it beyond the stretch of 
imagination, he asked, to visua- 
lise a Livery Company such as a 
“Worshipful Company of the 
Press” built up by representation 
of the various individual bodies 
of the industry? 

Mr. Barton added: “Would 
not such a body, through its elec- 
tive court of newspapermen of 
the highest standing, be com- 
petent and happy to carry out 
those functions which, I venture 
to think, would be readily and 
voluntarily accepted—but which 
a Press Council, formed without 
sympathy, might find difficulty in 
performing?” 

Mr. W. A. Hawkins, managing 
director of the Bristol Evening 
Post was elected chairman for the 
year 1951-2. 
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NEW AGENCY LAUNCHED: BIG ACCOUNT MOVES 


EXPECTED SHORTLY 
Staff In Ownership Scheme 


A new British advertising agency has been formed, com- 
bining, at executive level, practical sales experience and crea- 


tive advertising ability. 
Whitcombe and Stewart Ltd. 


The new agency is Dolan Davis 


Headquarters are 102-104 Park Street, Mayfair, W.1. A 
branch office will be set up at 342 Madison Avenue, New 
York, and affiliations with 36 advertising agencies abroad 
will complete the international facilities of the agency. 


Chairman of the new company 
is R. A. Davis, C.B.E., formerly 
deputy managing director of 
Harry Ferguson Ltd. and prior 
to that sales director for Vauxhall 
Motors Ltd., subsidiary of 
General Motors Corporation. Mr. 
Davis has had a distinguished 
career in British industry and a 
great deal of experience in sales 
and distribution activities, both 
domestic and overseas. During 
the war he served with the 
Ministry of Supply, for a time 
was deupty director-general in 
Washington and was also respon- 
sible for all the engineering and 
bridging production for Mulberry 
Harbour. 

Patrick Dolan is managing 
director. Whilst his background 
and experience in advertising is 
mainly American, he started 
Foote, Cone & Belding in this 
country. For the past two years 
he has been specialising on pub- 
lic relations and marketing activi- 
ties in Europe and in the United 
States, with special emphasis on 
stimulating exports of European 
goods to the dollar area. During 
the war he was in the American 
OSS Secret Intelligence Service 
and was in charge of psycho- 
logical warfare for the American 
Armies in Europe, 


Trade Experience 


Administrative director will be 
R. D. (Peter) Stewart, member of 
the London Committee of the 
Scottish Council (Industry and 
Development) and liaison with 
the Scottish Tourist Board. He 
was formerly commercial director 
of BOAC and prior to that had 
extensive experience in inter- 
national trade. 

Director in charge of art for 
the new agency will be Sydney 
Whitcombe, who has made a 
name for himself since the war 
in the organisation and develop- 
ment of Foote, Cone & Belding’s 
art department in London. 

Ronald Jones, well known in 
Fleet Street, will be director in 
charge of media planning, space 
buying and research. He was 
formerly advertising manager for 
Brevitt’s and prior to that gained 
wide agency experience during 19 
years with Crawford's. 

Spencer Forbes will be the 
director in charge of the inter- 
national division of the agency. 

Richard P. Carrigan is the New 
York director. 

Hambros are bankers to the 


To-morrow’s Topics 
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new agency; Linklaters & Paines 
are solicitors, and Peat, Marwick, 
Mitchell, auditors. 

Mr. Davis told ADVERTISER'S 
WEEKLY: 

“We are starting with the 
ability from the first day to offer 
our clients a complete agency 
service backed by specialised ex- 
perience and a number of suc- 
cesses to which we feel we can 
justifiably point with pride. 

“We think everyone involved 
in advertising—clients, agencies 
and media—will agree that there 
is always room for a new, good 
agency with virility and a spirit 
of competition. All our directors 
are working directors and we 
believe that we have a balanced 
team of top flight talent in adver- 
tising, market research, distribu- 
tion and sales to place at the 
disposal of our clients.” 

On the director level the 
agency was staffed with execu- 
tives with long experience in sales 
on the one hand and creative 
ability in advertising on the other. 

The agency is owned by the 
people who work in it. Stock 
has been set aside for allocation 
to staff. 

Internally Mr. Dolan will be in 
charge of creative activities for 
the agency, working with Mr. 
Whitcombe. Mr. Jones will be 
in charge of media and research. 
Mr. Stewart will be the adminis- 
trative head of the agency, super- 
vising financial activities. 

Messrs. Davis, Dolan and 
Stewart will personally service 
clients, supported by . leading 
executives. “We think it a good 
thing that work for each client 
should be continually supervised 
by a director reporting to the 
agency Plans Board,” said Mr. 
Davis. 

The new agency is registered 
with a nominal capital of £15,000. 
Announcement may be expected 
shortly of some big accounts 
beine taken over. 


Pat Dolan 


R. D. Stewart 


Ronald Jones 


S. Whitcombe 


Spencer Forbes 


Film Trade Is Sympathetic To 
Posters ‘Clean-Up’ Campaign 


The British Board of Film 
Censors, the Cinematograph 
Exhibitors’ Association, and the 
London County Council are all 
concerned in a move to “clean 
up” cinema poster publicity. 

Posters that pander to the 
lower tastes are objected to by 
the Censors on three grounds: 

They discredit the cinema; 

Often the posters have no rela- 
tion to the film and include 
scenes and figures that are not 
shown on the screen, with the 
result that the public feels it has 
been “caught.” 

Poster pictures of sex or 
violence reflect on the Censors, 
who, people feel, are not doing 
their job properly. 

The film trade is, it is under- 
stood, sympathetic in its attitude, 
and a meeting has taken place 
between the Censors and the film 
industry’s censorship consultative 
committee (representing pro- 
ducers, renters, and exhibitors). 

Also, a deputation of the 
C.E.A. has conferred with the 
chairman and members of the 
L.C.C. public control committee. 


ODD SP@T 


Motorists on the Oxford 
Road blinked when an Auster 
aircraft flew over towing a 
banner. 

“Eat more Grass” was the 


slogan. 

The pilot, it transpired, was 
not on an advertising flight. 
He was drying some banner 
letters which had 


dropped in a stream! 


PRINT TROUBLE 
BLOWING OVER 


An improvement has occurred 

‘ this week in relations between 
management and workers in 
various printing houses, where 
difficulties arose over the new 
wage scales. Any great disturb- 
ance is now considered unlikely. 

The agreement with the Lon- 
don Society of Compositors pro- 
vided for absorption of merit 
money in the increases. The other 
print unions resisted on this 
point, and in their case a “per- 
missive clause” was agreed. Em- 
ployers were given the right to 
consolidate merit money in giving 
the increases, but wer: not 
obliged to do so. The Unions 
asked and the British Federation 
of Master Printers agre¢d not to 
give their members any “direc- 
tive” on this point. 

At several firms, including 
Amalgamated Press and Hazell, 
Watson & Viney, some difficulty 
developed over the new rates, but 
there was swift progress towards 
settlement. 

Some copies of Radio Times 
were late last week owing to simi- 
lar difficulties, but trouble at the 
Park Royal works was smoothed 
over within a few days. Produc- 
tion this week is normal. 

Amalgamated Press refused to 
comment. It was stated however 
that their publications will appear 
on time. 

Officials of the trade unions 
concerned expressed the opinion 
that the trouble was “blowing 
over.” 
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Tully-Crabbe Ltd. of Newcastle-upon-Tyne celebrated the company's 25th birthday with a staff outing in 
Talkin Tarn in Cumberland where this picture was taken. 


Snapped on the sands—an outing of the Leeds firm of Nevin D. 
Hirst (Advertising) Ltd. to Blackpool. 


‘Mail’ Had A 
‘Slight Drop’ 


During May the circulation of 
the Daily Mail fell by 66,000. 
Total circulation was 2,249,000 
copies per day. 

An editorial note in Monday's 
Mail stated that increase in price 
of newspapers has had little effect 
on the circulation of the paper. 
The slight drop of the Daily 
Mail, it said, was “so much less 
than the fall sustained by its 
principal competitors.” 

In the Evening Standard 
Londoner's Diary on Monday it 
was stated that the Daily Express 
decrease was 2-7 per cent while 
the Daily Mail, with slightly more 
than half the Express circulation, 
fell by 2-8 per cent. 

Net certified daily sale of the 
Daily Telegraph during May was 
984,490—a 1-8 per cent drop. 


Over £13 Millions 


On Information 


Overseas information will cost 
£10,184,000 in the current year 
(£537,950 less than the previous 
year) and home information 
£3,411,200 (£746,600 less). 

Departments with the heaviest 
call on home exnenditure were: 
War Office £3 150; National 
Savings Committee £358,500; Air 
Ministry £303,200. 


NEWSPRINT IS ON 
UNESCO AGENDA 


The world problem of news- 
print is to be considered by the 
UNESCO conference which opens 
in Paris on Monday. 

Newsprint has been added to 
the agenda at the request of 
Belgium and France. 

The Belgian Government 
stated: “Since the second half of 
1950, purchases, some of them 
speculative, on European markets 
have caused a considerable rise 
in the cost of paper, and especi- 
ally newsprint. 


Judges For Hulton 
Scholarships 


The Advertising Creative 
Circle has announced the judges 
whom it has appointed to select 
the four artists and four copy- 
writers from art school and uni- 
versity students for the Hulton 
scholarships. 

The judges are: art, Messrs. 
P. Boydell, J. Fitton, S. F. Irwin 
and Harry Jones; copy, Messrs. 
C. H. Casson, C. D. Notley, H. 
Stansbury, W. T. Stevens and 
G. Worledge. 

This scheme for training suit- 
able young people for creative 
posts in advertising is the out- 
come of the offer of £5,000 
which, it will be recalled, Mr. 
Edward Hulton made to the 
Circle last year. 


Tate & Lyle Tax 
e* @ 
Decision Query 

The decision of the Tax Com- 
missioners that Tate & Lyle’s ex- 
penditure on their anti-national- 
isation campaign was wholly for 
trade purposes and therefore tax 
free, was the subject of a question 
in the House of Commons. 

Mr. Tom Driberg asked the 
Chancellor of the Exchequer 
what steps he proposed to take to 
ensure that excessive expenditure 
on political propaganda by busi- 
ness firms will not in future rank 
as tax-free trading expenses? 

The reply was that as the Inland’ 
Revenue authorities had given 
notice requiring the Commis- 
sioners concerned to state a case 
for the opinion of the High Court, 
the matter was sub judice, and it 
was therefore not possible to com- 
ment further at this stage. 


The Mantle Of 
Francis Drake 
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EDEN’S POSTER 
WARNING 


regulations, they were just as con- 
scious of amenity as anybody— 
in fact more so, because they had 
to be. Mr. Eden's statement 
might make planning officers rea- 
lise the economic need of pro- 
viding poster space. Some town 
planning committees were not so 
broadminded and conscious of 
their responsibilities. But it was 
hoped that the work carried out 
by the Association and by the 
Outdoor Advertising Industry 
Advisory Committee would be 
rewarded by a better understand- 
ing between authorities and the 
trade. 

The Mayor of Brighton (Alder- 
man Eric Simms) said that there 
were some places where posters 
could actually improve beauty, 
but “you must not mind towns 
being a little careful where you 
put your hoardings.” 

Brighton was very _poster- 
conscious, and was now putting 
up posters advertising an “ideal 
family for Brighton” contest. 

That a time of great importance 
to the industry would be experi- 
enced before the Association's 
annual conference next year was 
emphasised by Mr. Norman H. 
Gardner, senior vice-president, 
London Poster Advertising Asso- 
ciation. They were ready, he 
said, to meet that time with 
equanimity. 


News Across The Sea 

A suggestion that a “represen- 
tative and independent British 
newspaper” should be made avail- 
able to every member of the 
United States Congress has been 
put forward in the House of 
Commons by Mr. F. P. Bishop, 
M.P. (general manager, News- 
print Supply Co.). 


~ meron 


A study in expression at the “Belfast News-Letter” bowls tournament 
with (left to right) R. K. Langley, of S. Presbury & Co., Ltd.; H. J. 
Stentiford, of Northcliffe Newspapers Group Ltd.; E. T. Reynell, of 


Reynell & Son Ltd.; and A. 


The 16th annual bowls match 
for the Belfast News-Letter 
trophy between teams represent- 
ing advertising agents and news- 
paper representatives took place 
last Thursday at Parsons Green 
Bowling Club, Fulham. It ended 
in a win for the representatives, 


E. Davies of “Bowls News.” 


captained by Albert Farr, of 
Psychology, by 63 shots to 54. 
Captain of the agents was J. G. 
Bottell. The trophy was pre- 
sented by Ernest Metcalfe, Lon- 
don manager of the Belfast 
News-Letter. In the series the 
representatives are leading by 11 
matches to five. 
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THE LISBON STORY 


World Code 
Of Ethics 
Is Spreading 


effort, the 

placed upon the distribution part- 
ner. This maxim was laid down 
by Edward L. Lioyd, vice-chair- 
man, A. C. Nielsen Co., Ltd., 
addressing the Lisbon congress 
of the International Chamber of 
Commerce on Tuesday. 

To see that the results of pro- 
duction flowed to the consumer 
in the most efficient manner, 
specialised marketing agencies 
were created. , 

Such agencies were necessary in 
order to assemble raw materials 
and industrial equipment and 
supplies; to dispense goods to 
convenient dispersal points en 
route to the millions of con- 
sumers who desired them; to see 
that goods were stored, preserved, 
and financed; and to create con- 
sumer demand for these goods 
through advertising. 

Self-discipline 

A report on the work of the 
LC.C. from 1949-51 states that 
the International Commission on 
Advertising has concentrated its 
main efforts on obtaining recog- 
nition of a revised code. In this 
it could claim to have been 
highly successful since 49 pro- 
fessional associations of twelve 
countries had already signified 
their adoption of the rules of 
conduct set forth by the LC.C., 
“thus giving a striking example 
of self-discipline prompted by a 
sense of social responsibility.” 

The Commission which in 1949 
had already set up a specialised 
body, the International Council 
on Advertising Practice, to ensure 
the observance of the code on 
the international plane, had 
endeavoured to extend _ this 
machinery of control by the 
establishment, in the national 

. of “Courts of Honour.” 
These bodies which ‘had been 
functioning for some time in 
Scandinavia and in the Nether- 
lands, had now made their 
appearance in Germany. 


Rules Of Conduct 


Simultaneously, the LC.C. had 
encouraged the elaboration in 
various countries, on the basis of 
the code, of rules of conduct 
applicable to specific branches of 
advertising. These efforts had 
yielded a number of practical 
results which include the adop- 
tion, in Germany. of codes 
governing radio-advertising, out- 
door and screen advertising; in 
Belgium, the signature of an 
agreement between distributors of 
pharmaceutical products regulat- 
ing the use and transfer of dis- 
play material; and in Denmark 
the adoption of rules defining 
practices to be observed in radio 
advertising. 


Top table at the Hull Publicity Club's complimentary dinner to the new civic heads. L. to r. Gord 
Russell, O.B.E. (chairman, 1.5.M.A.), Mrs. Hopper, The Lord Mayor of Hull (Ald. R. E. Smith). EF. 


Hopper (president, Hull Publicity Club), The 


Club News 


East Anglia 
Talking Points 


East Anglian Publicity Club 
welcomed W. R. Balch, a director 
of W. H. Gollings and Associates 
Ltd.. who spoke on_ publicity 
clubs and raised many questions 
which led to lengthy discussion. 

Members felt that these per- 
tinent points, and their discussion 
were of tremendous help to a 
young club. 

The next meeting of the Club 
will be held at Chelmsford on 
June 27. 


Bournemouth 


Howlett Is New 
Chairman 


At the annual meeting of the 


Publicity Club of Bournemouth, ~ 


W. Howlett (chairman, Paul E 
Derrick Advertising Agency), was 
unanimously elected chairman in 
succession to J. Elmes Beale. 

In outlining the policy of the 
Club, Mr. Howlett said that 
Bournemouth was one of the 
finest shopping centres in the 
country. Through its speakers, 
publicity and other sources the 
Club could do a great deal to 
assist the local authorities in 
attracting visitors. 


t, 
Horrox, E. V. Roberts, F. Dutson, T. G. Cavan, J. R. Hall, Harry Lomas, S. J. Minson, W. A. Whittall. 


Front row: J. W. Stafford, W. C. Strachan, R. Williamson, Stanley Gray, Henry J. Sutcliffe, C. Steel, 
C. Roderick Gallant. 


At the Publicity Club of Leeds’ annual meeting. Left to “¢ 
all, 


rs. Rosen. 


Lady Mayoress, The Sheriff of Hull (Coun. L. Rosen), 


Wolverhampton 
Festival Plans 


H. S. Adams, retiring chairman, 
reviewed a satisfactory year’s 
progress at the annual meeting of 
the Wolverhampton Club, 

He placed special emphasis on 
the public-speaking activities of 
the club. 

A. S. Mattox (Express and 

Star), honorary secretary, re- 
ported that the club intended to 
Stage an exhibition of advertising 
in the art gallery in the autumn 
as a Festival contribution. 
; Major-General W. Tope, 
president for the past year, pre- 
sented the Beattie public speaking 
cup to P. Gomm, and the runner- 
up “te ey J. Corbett. 

F. K. Avery, Wolverhampton 
Corporation’s public relations 
officer, who is the new chairman, 
Stated that Cr. H. T. Fullwood 
had accepted an invitation to be 
president. 

L. J. Stallard (Express and 
Star) was elected vice-chairman. 
W. J. Doughty (Financial Times) 
honorary treasurer, and Mr. 
Mattox honorary secretary. 

Council: H. S. Adams, A. G. 
Reed, J. Corbett, P. Gomm, J. 
Harness, W. Wheeler, D. 
Barbour, D. Edwards and Miss 
G. Courtney. 


5,000 Were In 
‘Focus’ 


A side view, showing a series of 
stands, at the Festival Focus on 
Advertising organised by the Pub- 
licity Club of Newcastle. 

Approximately 5,000 people 
visited the exhibition. Many took 
part in daily competitions, with 
an advertising slant. 


Lt.-Col. M. W. Batchelor, 
president, Publicity Club of 
Sheffield, is unanimously recom- 
mended by the executive for re- 
election as president. 


Leading Lights Of The Leeds Club 


top row: R. S. Seton, C. H. Dyson, J. A. 
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New Rex Publicity 
Ad. Division 

H. Underwood-Thompson has 
been appointed creative director 
of the recently formed advertis- 
ing division of Rex Publicity 
Service Ltd. He is also “half” of 
cartoonist “Anton,” for he works 
in conjunction with his sister, 
Mrs. Antonia Yeoman, wife of 
John Yeoman, of Foote, Cone & 
Belding Ltd. Senior account 
executive in this new division is 
G. E. J. Bovill who came into 
advertising via Cambridge, the 
R.A.F. and the advertising branch 
of B.O.A.C. He learned the 
agency side at Lambe & Robin- 
son Ltd. 

Also on the staff are Jens 
Jorgen Thing, from Copenhagen, 
who has had experience both as 
artist and designer in Danish ad- 
vertising agencies, and Duncan 
Ferguson, assistant account exe- 
cutive, who was formerly with 
E. Walter George Ltd. 

* * ~ 


Noel W. Brook, a director and 
secretary of Sheffield Poster Ad- 
vertising Company, was appointed 
president of the Yorkshire and 
Northern Poster Advertising As- 
sociation at a meeting in Leeds. 
Ronald Jackson, also a director 
of the Sheffield company, was ap- 
pointed secretary in succession to 
Percy Carr, of Wakefield, who 
was presented with a gold wrist 
watch in recognition of his 37 
years’ service as secretary. 

* * * 


Formerly production manager 
with Leagrave Press Ltd., Luton, 
A. S. Brett has formed his own 
company of Verulam Crafts Ltd., 
a firm of typesetters, electro- 
typers, stereotypers, and process 
engravers, 

+ * * 


John C. Ginn, editor and a 
director of the Palmers Green 
and Southgate Gazette, has been 
appointed a Justice of the Peace. 

* * * 


The Tomato and Cucumber 
Marketing Board has appointed 
W. E. N. Asterley as sales promo- 
tion officer. 

* a * 

Officers elected at the annual 
meeting of the Photo Litho Re- 
producers Association were: 
president, H. Waddington (Leyton 
Studios); vice-president, Leslie 
Holt (lohn Swain & Son); hon. 
treasurer, J. H. C. Hubner 
(Hubners). The following were 
elected to the Council: G. 
Bourne (New Era Studio Co.). 
F. G. Domone (S. S. Offset), A. 
Fifer (Leicester Photo Litho 
Service), J. D. Fowler (W. R. 
Royle & Son), W. Gilchrist 
(Gilchrist Bros.), W. Hood (Multi 
Machine Plates), G. B. Scott 
(W. S. Cowell). 


The publishing and circulation 
director of | Newnes-Pearson, 
E. D. Lush, announces the 
appointment of R. P. Chappell 
as circulation manager. Mr. 
Chappell has been manager of 
the publishing department and in 
addition assistant circulation 
manager. Altogether he has 
served the company for over 20 
years. Other new appointments 
are: A, R. Thurlow, manager, 
publishing department, and W. C. 
Chittock, assistant manager, pub- 
lishing department. 

* * 7. 


New chairman of the Institute 
of Packaging is E. H. Dickens, 
of Marks & Spencer Ltd., with 
Charles Lein (of Goodyear Tyre 
& Rubber Co., Ltd.—Pliofilm 
Division) as vice-chairman. 

- * * 


C. Graeme Gordon-Wright has 
resigned from the board of Allar- 
dyce Palmer Ltd. and joined 
C. P. Wakefield Ltd. as director. 
He commenced his sales and 
advertising career with Spillers 
Ltd. in 1937 and went to Allar- 
dyce Palmer as assistant accounts 
executive in 1938. After war 
service in India, Assam, and 
Burma he returned to Allardyce 
Palmer as account executive in 
charge of Warner Bros. Pictures 
Ltd., Warner Theatre Ltd., 20th 
Century Fox and other accounts. 

* rT. --* * 

Harold \Tull, formerly of Illus- 
trated Newspapers and for the 
past ten years advertisement 
director of two Argus Press publi- 
cations, has joined Brittain Pub- 
lishing Company as development 
manager. 

* * - 

N. A. Kicq, director of Publi- 
control, Brussels, who served with 
the Belgian Forces in Great 
Britain during the war, has been 
made an _ honorary lieutenant- 
colonel of the Belgian Army. 

* * * 

R. Newton-Brown, who joined 
Charles F. Higham Ltd. in 1947, 
has been appointed account 
executive for Dunlop Tyre and 
Aviation Divisions (Home and 
Overseas), and for the Dunlop 
Alli¢d Group overseas advertis- 
ing. Leslie Pullen remains in 
charge of all Dunlop advertising 
accounts, and Peter King wil! 
continue to handle all Allied 
Group Home accounts. 

* ~ * 

Charles H. Crook, managing 
director of Bendles Ltd., printers 
of Torquay and Newton Abbot. 
has been appointed chairman of 
the Torquay, Paignton, Newton 
Abbot and _ District Master 
Printers’ Association. He is a 
member of the Society of 
Diploma Members of the Adver- 
tising Association. 
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G. E. J. Bovill 


G. G._ Kirkpatrick, Press 
officer, Unilever House, since 
1946, will relinquish his post at 
the end of July to become 
manager of editorial and public 
relations department, Lever 
Brothers, Port Sunlight. Mr. 
Kirkpatrick has a long record in 
house magazine editorship and 
industrial journalism. He went 
from the Birkenhead News to 
Port Sunlight in 1920, and since 
1925 has been in London, 
engaged upon Lever Brothers & 
Unilever publications and on 
Press relations. 

* * 

O. J. Bekker, chairman of the 
National Press Union, South 
Africa, and general manager of 
Die Vaderland and Die Brand- 
wag, is visiting England, and is 
staying at the Savoy. 

ao 

George Jackson has left with 
his wife to take a holiday with 
their youngest daughter, who is 
married and living in Vancouver 
Island. He will be away till mid- 
September, and will visit many 
journals that he _ represents, 
including Printers’ Ink, Country 
Guide, the Stovel group of 
Canadian publications, and Le 
Bulletin des Agriculteurs. 

* . +. 


Harry C. Downing and Peter 
Adams have, with Stafford Veale, 
formed a company-——-Forum Art 
Service Ltd. 

* « «* 

A. A. Hoehling, magazine 
writer and former Washington 
newsman, has been appointed 
production manager in Trans 
World Airlines’ system public 
relations offices in New York. 


Birthday Honours 


In the Birthday Honours list 
a knighthood was bestowed upon 
Bernard Guy Harrison, chairman, 
Harrison & Sons Ltd., and a 
member of the council, London 
Master Printers’ Association. The 
O.B.E. was awarded to Victor 
Salter, advertisement manager, 
Belfast Telegraph (see Mainly 
Personal, page 512), and to Mark 

Thomas, chief industrial 
officer, Council of Industrial 
Design. Miss Eleanor Milford 
Booker, information officer, 
Commonwealth Relations Office; 
Archibald W. Osbourne, senior 
information officer, Central Office 
of Information; and J. E. Herbert, 
until recently chief Press officer 
of the Ministry of Labour and 
National Service, are all made 
M.B.E.’s. 


OBITUARY 
F. Kay 


The death has taken place at 
his home, Ryecroft, St. Georges 
Avenue, Northampton, of Mr. 
Fred Kay, who went to 
Northampton from Rochdale 
45 years ago as a pioneer of 
poster advertising. He joined 
the firm of Smith’s Billposting 
Co., Ltd., of which he was 
director, secretary and manager, 
and was also interested in other 
billposting firms in the Midlands. 

In 1929 his company was one 
of those concerned in the merger 
with Mills & Rockleys Ltd., and 
he continued as a director. In 
1945 he was elected president of 
the Midland Poster Advertising 
Association, of which he was 
secretary for 10 years. 


W. L. Pitman 


The death occurred at Four 
Marks, Hants, of Mr. Wilfred L. 
Pitman, formerly advertisement 
manager, the Contract Journal. 

Mr. Pitman joined the staff of 
this journal in 1898, and retired 
on December 31, 1948, after 50 
years’ service with the company. 


Dan Nolan (The Kerryman, 
Tralee) has been elected president 
of the Irish Provincial News- 
papers’ Association. With him 
on the executive will be: vice- 
president, W. H. Swan (Northern 
Standard), honorary secretary, 
J. F. O'Hanlon; and the follow- 
ing: Ulster: Mrs. 
Derry Journal; C. A. King, 
Donegal Democrat; Louis D. 
Lynch, Ulster Herald group, 
Omagh; representative Newtown- 
ards Chronicle; R. H. f° 
People’s Press. Munster: J. V. 

. Clonmel Nationalist; 
J. J. Walsh, Munster Express; 
Miss K. C. Long, Tipperary Star; 
Miss N. Galvin, Clare Champion; 
J. T. Grealish, Limerick Leader. 
Leinster: C. F. O'Donoghue, 
Drogheda Independent; C, J. 
Kenealy, Kilkenny Journal: 
W. M. Corcoran, Free Press; 
P. J. Roe, Dundalk Democrat; 
J. I. Fanning, Midland Tribune. 
Connacht: Mrs. O'Reilly, Con- 
nacht Tribune; P. Dunne, Leitrim 
Observer; P. Nerney, Roscommon 
Herald; R. Gillespie, Connaught 
Telegraph; W. D. Peebles, Sligo 
Independent. 

* * * 


Edgar Leigh has resigned from 
Store magazine to take up a new 
post with Blandford Press Ltd. 
He became advertisement man- 
ager of Store in 1936. 
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Dual Reminder 


Ts week's news brings a dual reminder that advertising, 
as part of the mechanism of distribution, plays an essential 
part in maintaining and improving standards of life. 

Addressing the British Poster Advertising Association, Mr. 
Anthony Eden stressed that advertising, because it helps to 
maintain continuity of production at a point of maximum 
efficiency, is indispensable in sustaining full employment. 

In an address to the Lisbon Congress of the International 
Chamber of Commerce, Dr. Edward Lloyd, vice-chairman of 
A. C. Nielsen Co. Ltd., and chairman of the I.C.C. Commission 
on Distribution, named advertising as one of the ways in which 
marketing can ensure that the results of production flow most 
efficiently to the consumer. With the present emphasis on pro- 


- duction, he suggested, there may be some danger of overlooking 
- the importance of distribution, yet without an efficient marketing 


mechanism, production would flounder under the weight of the 
products it creates. Distribution’s contribytion to raising the 


_ standard of living should not only be continued but accelerated. 


It is because far-sighted manufacturers realise the truth of 
Dr. Lloyd’s remarks that the I.C.C. has in recent years devoted 
much attention to distribution and advertising. Its objects, as 


_ stated in a report to the Congress, are twofold: to throw into 


relief ways and means of ensuring an efficient operation of the 


_ distribution machinery, and to encourage the observance, by all 


groups associated with advertising, of pracfice of a high ethical 
standard. \ 

Too little is known in British advertising circles about this 
aspect of the Chamber’s work, and what it has already accom- 
plished. Its importance is that it is designed to improve marketing 
and advertising internationally. By promoting the collection and 
publication of reliable marketing data about every country, it 


- seeks to stimulate the current of international trade; by raising 


international standards of advertising, and by encouraging media 
to give full information about their coverage, it aims to inspire 
advertisers with greater confidence when exploiting markets in 
countries other than their own. 


Since living standards here and overseas, however they may be 
temporarily affected by rearmament, must ultimately depend on 
a healthy interchange of goods on the widest possible inter- 
national scale, it can justly be claimed that the efforts of the 
1.C.C. must benefit not only its members as traders, but the whole 
community of consumers. And since advertising is necessary to 
such an exchange, its social as well as economic justification is 
self-evident. 


@ Change of subscriber's address: Please inform the publishers three 
clear weeks in advance of the issue for which change of address is to 
take effect, and include present address in full as well as new address. 
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To-morrow’s Topics 


Critics will get 


their answer 


HE price-cutting war which 

I has been raging between the 
biggest retail stores in the 
United States will surely lead to 
a revival of the re-sale price 
maintenance controversy in 
Britain. And that will mean 
renewed attacks on advertising. 

When the issue was last debated 
in the House of Commons it was 
made the occasion for unin- 
formed assaults on commercial 
publicity by Government back- 
benchers. Their contributions to 
the discussion were remarkable 
only for their abysmal ignorance 
of methods and costs of market- 
ing consumer goods. 

The old cry will go up again 
that “advertising raises the cost 
of products.” But the critics will 
be answered in the House and on 
platforms up and down the 
country by M.P.s in advertising 
who will explain that re-sale price 
maintenance is an issue apart 
from advertising; that advertising 
builds mass sales which, in turn, 
lead to lower prices; and that the 
opponents of advertising are 
merely producing yet another 
Red herring. 

The critics will get their 
answer, too, from advertising men 
of more than 35 free countries 
at the International Conference 
next month when the world will 
be told how advertising has 
helped to raise the standard of 
living. 

—_— 


_—_ oe 


After the Conference another 
attempt will be made to persuade 
organised advertising to do more 
to ‘sell’ itself. Post-1.A.C. enthusi- 
asm should revive interest in a 
P.R. plan, and there is a good 
chance that something positive 
may emerge. If organised adver- 
tising does not rise to the occa- 
sion, independent action may be 
taken to tell the public the truth 
about advertising. The Sinclair 
Wood plan, shelved last year, 
may yet be given the support 
necessary to put it into operation. 

— 


Sponsored television 


brought nearer? 


ECISIONS not to allow 
sporting events to be tele- 
vised by the B.B.C. because 
attendances have been seriously 
affected have probably done 
more than anything yet to in- 


crease the chances of the intro- 
duction of commercial or spon- 
sored television in Britain. 
Television programmes at pre- 
sent are poor, because money is 
short. Sport is suffering, because 
stay-at-home lookers and listeners 
mean smaller “gates,” less takings. 
Advertisers, on American lines, 
would come to the aid of both 
parties. Big fees to promoters 
would remove ‘gate’ worries, 
bring the biggest events to the 
screen—and improve the quality 
of programmes, it is argued. 


During the filming for TV of a 
six-day cycle race at Wembley 
advertising messages were 
plugged over the stadium public 
address system. B.B.C. chiefs are 
to consider whether to allow any 
more programmes of this kind. 
They are fighting a losing battle 
against publicity men who are 
laying plans to get their products 
mentioned in more programmes. 


Time, gentlemen, 


please! 
ISCUSSION at the Inter- 
national Advertising Con- 
ference may be rationed—politely 
but firmly. 

This will be the system: Dele- 
gates who wish to speak will not 
have to catch the chairman's eye. 
Instead, they will be able to give 
in their names in advance. Thus, 
supposing 15 delegates say they 
want to speak in a 45-minute 
period, three minutes will be 
allowed to each. And if there are 
more speakers than minutes. .. . 

Judging by the precise timing 
of the programme, some may be 
disappointed. It seems certain 
that the debates will continue 
privately in the Welcome Club. 

Incidentally, it will be interest- 
ing to hear what the foreign dele- 
gates say when the Welcome bar 
closes at 11 p.m., normal West 
End closing time. 


Most print production costs 
increases have come with a rush. 
With ink it is different. In this case 
it is creeping paralysis. The experts 
say good quality inks are going 
to cost considerably more in the 
future. The only reason why 
there has not been a spectacular 
jump due to increased production 
costs is that there love been 
considerable stocks at all stages 
of manufacture. 


ROUND TABLE 


28/30 GROSVENOR GARDENS, S.W.! 
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ae x a 
The Gatwards are 


““Now mind you go carefully’’ says Mrs. Eleanor 
Gatward of Harthill Avenue, Liverpool 18, as her three 
sons Edgar, Ken and Wilton set off for the day on their 
bikes. But she likes to see them enjoy themselves. 
They deserve to after working so hard all the week. 
And many a Sunday with breakfast over and the Sunday 
Pictorial] left for Dad when he comes down, they get on to 
their bikes and ride out into the country. 

They are a happy family, the Gatwards. They’ve 
known hard times, of course, but, with mother running 
things, they’ve come through. Today, with Dad and 
all three boys working they have a joint income of 


£30 a week and more. Yes, the Gatwards are 
going places. 

Among the millions of Sunday Pictorial homes are many 
like the Gatwards. Families with joint incomes which 
give them high purchasing power. For the Sunday 
Pictorial’s average weekly net sale of 5,165,253 constitutes 
a vast cross-section of Britain and it goes right into 
homes all over the country on the best advertising day of 
the week. 

The Sunday Pictorial’s space rate is very economical, too. 
Its square inch per thousand rate of “69d is only 7-8% 
above 1939, 


~ 


Sunday Pictorial. 
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Bookworms Banned 


MONG the “Situations 
Vacant” columns at the 
back of this journal there 
appeared an advertisement for 
a copywriter whose chief quali- 
fication, apart from honesty, 
industry and cleanliness, was to 
be a clear understanding that 
any connection between adver- 


Review of 
_ Advertising 
| by 
COPYTASTER 


tisement copy and literature is 
uttérly fortuitous. 
Im another recent issue was an 


For complete coverage of the 
whole of Wales 


use the 


WESTERN MAIL 


The National Daily of Wales and Monmouthshire 


SOUTH WALES ECHO 


The evening paper with the Largest Circulation 
in Wales and the Borcer 


WEEKLY MAIL & CARDIFF TIMES 


The favourite weekly newspapers 


announcement that Mr. Edward 
Hulton in his far-seeing wisdom 
and generosity had founded a 
number of scholarships for 
students of art schools and uni- 
versities to help them become 
commercial artists and copy- 
writers. 


So there you have two different 
attitudes. The advertising agent 
whose name | have forgotten 
perhaps it was a box number 
seeks for an illiterate, while Mr. 
Hulton and the Advertising Crea- 
tive Circle comb the universities 
for people who can be presumed 
to have at least a certain respect 
for and probably a love of the 
English language and its litera- 
ture. One or the other is ob- 
viously barking up the wrong 
tree. 


The truth is, that without at 
least an affection for good writing 
and an ear for style a copywriter 
cannot produce even fifty words 
without some kind of graceless 


For further information please apply 
HEAD OFFICE: ST. MARY STREET, CARDIFF. 
LONDON OFFICE: 176 FLEET ST., E.C.4. Tel. Central 469/ 


Tel. 7000 


stammer or circumlocution, some 
lack of rhythm and smoothness, 
that makes the copy less easy and 
attractive to read. The moment 
he has to write at any length, in 
a booklet perhaps, or for a house 
organ, the lack of lucidity and 
discipline becomes so burden- 
some that only the proud client 
and the humble proofreader will 
persevere to the distant and bitter 
end. 

In 1931 a copywriter, whose 
success in selling all manner of 
goods from cycle chains to choco- 


Oh, dear, what can the matter be? 
Hubby's so long at the town... 
He promused tc buy me some coffee 
and candies 
1, A rabbit, pear! barley, a ketle 
sultanas, 
ta He promused to settle the coe! 
and the shoe bus — 


the bills must be 
getting him down! 


“The bills are certainly getung ME down,” 
says Mrs. Roberts of Leicester. 
“AY HEN my husbond offered 0 do the shopping the other dav, 
Lame. 


with the Bowseber ping money and @ shopping 
came beck borrbed at rg prace— 
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ary workmanship so long as any 
writing is done at all and so long 
as this writing is meant to inform 
and influence men’s minds. Every- 
thing will depend on how you 
introduce this literary quality into 
your work. If you are caught 
doing it deliberately you wil] be 
stopped, and I think rightly 
stopped. It must get into your 
work because you can't help it. 

“In the agency where | work 
we advertise a product that is 
called White Horse Whisky. It 
is customary to say of White 
Horse Whisky that when it has 
been finally distilled it is put into 
casks which have contained 
sherry, and that this gives it a 
kind of character or aroma which 
the whisky drinker appreciates 
and enjoys. Now if you have ever 
had the habit—if you have it 
still—of bething in great poetry 
or prose, it will almost infallibly 
do for your mind what that sherry 
cask does for the whisky. It will 
give it a kind of aroma. A cer- 
tain style will creep into your 
writing 

You will notice that it crept 
also into his speaking. 

Haslam Mills has been dead 
these many years, but from time 
to time one notices that his clients 
cortinue to use copy that he 
wrote for them more than twenty 
‘ears ago. Do you believe that 
they would be doing so if he had 
believed that any connection 
between literature and copy- 
writing was fortuitous? If you 
believe that, you will believe 
anything. 


* * * 


THE WRITER of the testimonial 
in this Family Health soap adver- 
tisement is the very person for 
the agency that loathes literature. 
The gay little parody at the head 
of the advertisement should lure 
a great many readers into the 
first lines of her paean of praise, 
but they will not get very far, for 
it is a paean pitched in a minor 
key, tuneless and monotonous to 


Does the agency which produced 
this ad, loathe literary tendencies 
in its copywriters? 


lates was the admiration of the 
advertising world, found himself 
on a platform making a speech. 
It was a speech both wise and 
witty, and by God’s mercy there 
was one in the audience who 
knew = shorthand. From that 
speech here are a few words: 
“When some wonderfully 
dressed gentleman gets up and 
informs the Regent Club or the 
Publicity Club that there is no 
room for literary work in adver- 
tising, and proves it by pointing 
out that he has got on quite well 
without it himself—a fact we had 
already observed—the answer is 
that there will be room for liter- 


“For no logical reason” Copy- 
taster likes this ad. 


- sie se ee. ii ei batt Seat SRA eae 7 Re ee Bae be.” 7c Ss Fa ba | 
. ’ ‘ ¥ - - i Sy Fa 
« tales 
: be EO. pine ent a a na 
ent 
’ 
——CsSCiéC 480) Pe i 
* » ail 
“ r 
ae ah 
= I 
; ee ; 
5 
: . 
Ny 
ey 
' 
aay. r 
=) 3s 
i : 
EN 
Ags 
a 
nS 
‘i f 
Fs : 
« d 
ie pa 
a) 
Nok. 
i: 
ee - > 
ai 
o pa 
* r 
fo 
es oe. 
>-4 Tat. 
ves @ mith < ° ‘ 
7 dy) : 
Ph aes 
o < Py r es 
; e t | 
‘a SS ee SS = : | 
* OS NS LT NN A P| 7 
Yh 
rt { Po pe 
i —_———— “ ra omnes 
2% J 
i \ > eat Sot, nd off te on CC 
is and o» wooder I “ * 
¥ (3 everything I can, of course 4 
h4 but I'm quite firm esbout one . 
a tung. I won't wy and do wah 
y: ; e--~- cout eysentasls—end soap i hugh : 
i } 0 the lint of things I really gQpayS 2 
. . | 3 Bw n omy & 
al = pny of bo tom gest BU” 
Tt . pretty expensive However SOAP : 
oa tow Gs cow Pemiy Hates OM ° : "9 
La Soap « on the aarbet, | can buy ’ 
oll the soap I want and stul 
‘ beep my budget w.tun bounds! ating 2 
- i Ms Rete 
m, | 
a | costs 6¢ —and when you resi- 
fF rae penae. ny ranean 
: you'll agree with me that 
sta | . . va 
i : j | 
2 | Boat en as EB 3 , 
Ss | 1 7" Se ‘ 
a } aS <> Sbeantenstn Tarvitieian j 
ie FESS | er: | your static ORs 
i ————— aot only beeps everyttung fresh ‘ their jobs withra will, Fi 
i and <i ft slo safeguards th 
io a | Sew meant | Sacre | vent cel 
< ' : biscuits ere Soctal 
ie 
— \ food far peuple 
; ti work up@ a 
ae 4 J £ 
aes Sy oppetity %, 
ey : ne 
5p 2. : 
poe | fe] 
a * 
ae « “Lig “9 
a < f 
cia 
onl Toll | ey 
- tee e % * 
vee J vo 
ie i? cole old Bald a 
ae no C2 " 
| ais tet ee wer 7 
ve tag SS 
of 3 ies 
ca hh 
ae" - : 
a ee site, 
Be ; 
Pi , 
pe an ee . Oy aa 
is <f 
ve a ie ‘ 
wot oy % i ee yt 
sm, 
Po 5 
“3 
: . 
e au ae Ta EE Ree ‘ 
€ , mite? 
1 = % ul 7 ae oS 


ADVERTISER'S WEEKLY 


Cee 


ORTHERN 
IRELAND 


An integral part of the United 
Kingdom of Great Britain and 
Northern Ireland. Its major 


industries, Agriculture, Ship- , 


building, Linen Manufacture, 
Aircraft Construction, Tobacco 
Manufacturing, Rope Making, 
Engineering, the manufacture 
of Textile Machinery, and 
many other smaller industries, 
continue to play their full part 
to win the battle of Britain’s 
economic recovery. 


The total value of the Imports 
and Exports of Northern 
Ireland during 1949 amounted 
to £365,000,000, or, in other 
words, an average value of 
the trade of Northern Ireland 
exceeded £7,000,000 a week. 
The industries of Northern 
Ireland bring high wages to the 
workers, who, therefore, have 
money to spend--a market 
of splendid opportunity for 
the National advertiser. 


elfast Celegraph 


The Newspaper with the largest circulation in Northern Ireland 


Wj y yyy 


HEAD OFFICE - 


ROYAL AVENUE: BELFAST 


LONDON OFFICE = 


[12 FLEET STREET-LONDON 
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Well—what do 


you know? 


These are the facts: 


That all local government purchasing orders are 
subject to the approval of all the chief 
officers concerned * 


That this usually includes the borough engineer, 
surveyor and architect, medical officer of 
health, sanitary inspector, highways 
engineer, housing manager, town clerk, 


treasurer and others 


That “The Council do not bind themselves to 
accept the lowest tender” 


That only by ensuring that your client’s name, 
standard of service and previous achieve- 
ments are familiar to all chief officers, can 
tenders be given the maximum, chance of 


acceptance 


That the only publication which can ensure 
complete coverage of every chief officer of 


every department of all 2,032 authorities is 


THE = 
MUNICIPAL” jot nae and 


PUBLIC WORKS ENGINEER 


£30 per page 60,000 readers 


£2,000,000,000 potential 


3/4 Clements Inn, London, W.C.2. 
Tel: HOLborn 2827 
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Review Of Advertising—continued 


the point of distraction, and so 
lacking in swing or rhythm that 
even the Dead March in Saul 
seems to gallop along beside it. 
Naturally one cannot expect a 
genuine unsolicited and un- 
touched testimonial to be a work 
of literary genius, but surely it is 
permissible to use a blue pencil 
or, better still, a hacksaw? 


* * * 


SOMEBODY HAS SENT me a 
Readi cake mix advertisement 
from the Sunday Pictorial in 
which Elizabeth Craig gives a Tip 
to Grocers: “Supplies are limited, 
I'm told. Be sure of yours— 
‘phone your wholesaler to-day.” 

“Wot! On Sunday?” says my 
correspondent, but instead of 
arousing my scorn for the adver- 
tiser he has filled me with mis- 
giving. Copy written for’ the 
daily newspapers is constantly 
being used in the Sundays, and it 
seems scarcely credible that 1 
have never come that self-same 
cropper myself. However, it is 
a point worth bearing in mind, if 
only to deprive the client of the 
pleasure of pointing a finger of 
scorn. As far as the newspaper 
readers are concerned, I don’t 
think it matters a scrap, since the 
few who do notice it will be 
so proud of their powers of ob- 
servation that they will point out 
the advertisement to many of 
their friends who might other- 
wise have never read it. 


* * * 


For No very logical reason | 
like the Glengarry advertisement 
(page 480) very much indeed. The 
pictures seem somehow to be not 
only arresting but interesting and 
rather charming. and there is a 
pleasing touch of whimsy in the 
word “menfolk.” The copy is as 
terse as a telegram: 

“Glengarry biscuits make your 
menfolk pile into their jobs with 
a will. The best of all sweet 
shortcake biscuits are wonderful 
food for people who work up a 
healthy appetite.” 

That one word “menfolk” gives 
it just the touch of humanity and 
humour that saves it from being 
dull. 

* * * 


IN JUDGING ADVERTISEMENTS 
one is constantly being blinded 
by big spaces. but I believe that 
this Guards effort would be quite 
effective even in a small space if 
the copy was cut. As it is in an 
eleven inch triple-column it is 
admirable. What a joy it is in a 
clothing advertisement to see a 
man who looks well-dressed 
without being a tailor’s dummy! 
The headline is very provocative 

notice how much more 
dramatic the use of a man’s name 
makes it!—and I would give 
reasonably high marks for the 
copy: 

“Fellow passengers on the 8.40 
know Mr. Jenkins by sight; he’s 
always so immaculately turned 
out. It has even been whispered 
that Mr. Jenkins must be doing 
rather well to be able to keep up 


appearances in these expensive 
times. But like many who could 
afford to have clothes made-to- 
measure, he’s had to draw in his 
horns lately. He’s discovered, 
however, that by buying 
GUARDS suits ready-to-wear he 
can still get the best British cloth, 
and the style, cut and finish he’s 
been accustomed to. If only 
more of his friends shared Mr. 
Jenkins’ secret they, too, would 
be better suited by GUARDS.” 

“Immaculately” sticks in my 
gizzard—it is a better word for 
a dry-cleaner than a tailor—and 


Mr. JENKINS 
must be doing well 
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“This would be quite effective in 
a small space. As an II in. 
triple it is admirable.” 


the word “could” in the third 
sentence confused me for a 
moment, but otherwise the copy 
does its job quickly and efficiently 
and it is a pleasure to read. 

But now I must ask a ques- 
tion. As well as being provocative 
and arousing curiosity the head- 
line has a double meaning. It 
could mean: “Mr. Jenkins must 
be doing well. He can afford to 
buy Guards.” To anybody who 
looked only at the headline and 
the name-block it surely would 
mean that. Is it safe to trust 
everyone to read the copy, or 
would it be better to find a safer 
headline? 

When in doubt, play safe. 


For The Home 


Market 


A periodical which for the past 
seven years has been for export 
only will shortly be available to 
home readers. Each issue of 
Books to Come contains a com- 
prehensive classified list of books 
from four to eight weeks in 
advance of e publication, and 
carries advertising from British 
publishers and book wholesalers. 
Advertisement manager is 
Kenneth Carpenter. Price Is. 
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Harvesting the Broad Acres 


EED well sown in the good earth of Yorkshire brings a 
bounteous harvest. 


In the sphere of trade there is a close parallel long 
recognised by the experienced advertiser. 


Sow and reap where so many have successfully sown and 
reaped. Include in your schedule— 


THE YORKSHIRE POST | 


and the 


YORKSHIRE EVENING POST 


Members A.B.C. 


THE YORKSHIRE CONSERVATIVE NEWSPAPER CO.. LTD.. LEEDS 1. TEL 32701 
LONDON OFFICE: 171. FLEET STREET. E.C.4 TELEPHONE: CENTRAL 9693 
DONCASTER OFFICE. SCOT LANE TELEPHONE: 4001 
MANCHESTER OFFICE: 5. CROSS STREET TELEPHONE: BLACKFRIARS 0867 
BRADFORD OFFICE: BROADWAY HOUSE. TELEPHONE: 21571 
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NEWCASTLE EXHIBIT SHOWS HOW NEW 
SAVINGS BONDS WERE LAUNCHED 


T the exhibition organised by 

Newcastle Publicity Club, 
the National Savings Committee 
had a series of nine panels, illus- 
trating how their recent campaign 
to introduce the “bigger interest” 
savings certificates and bonds was 
planned. 

After the decision to launch 
the new certificates had been 
made at a Treasury conference 
(this point is shown tn the first of 
the nine panels which is not illus- 
trated here) the advertising pro- 
gramme is worked out by Lord 
Mackintosh (chairman), Major 
Walter Morris (director of publi- 
city), and the advertising agents 
(No. 1). Creative work starts in 
the Committee’s studio and the 
agencies (No. 2) and space is 
booked (No. 3). One panel 
(again not illustrated) showed 
pulls of the finished ads. and the 
neat (No. 4) illustrated how the 
ad. is made up with the paper. 
Editorial publicity, films and 
radio announcements are inte- 
grated into the campaign (No. 5), 
and local committees briefed for 
special efforts. 
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Corner of Milford Lane—Opposite St. Clement Danes 


DEPARTMENTS OF 


ILLUSTRATED 
NEWSPAPERS 


THE ILLUSTRATED LONDON NEWS 
THE TATLER & BYSTANDER 
THE SPHERE 
THE SKETCH 
SPORT & COUNTRY 
BRITANNIA & EVE 


WILL MOVE TO 


195-198 STRAND, LONDON, W.C.2 


NEW ’PHONE NO.: TEMixe 5444 
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Up against 


LWAYS in a flat spin. Display material 

rushed. Stands not finished on time. Do these 

things happen to you? Do you accept them as inevitable? 

Old Father Time, or Grandfather Clock Time, won't 

help. They merely look on harshly and exact the inevitable 

penalty fot faulty planning. Because, you know, it isn’t 
always the Display bloke’s fault. 

We, for example, will guarantee delivery on time after 
we've examined your problem; or, if it can’t be done, tell 
you quite frankly the earliest possible date. Which do 
you prefer—the optimists who let you down or the 
realist who faces, and tells, the facts ? 

Take an Exhibition Stand. It needs a great deal of 
co-operation between the client and the contractor. There 


the clock! 


are inevitable changes of policy and delays. In theory 
nothing can be finished until the last caption is written, 
but the experienced contractor can, and does, provide for 
these emergencies. 

We believe that in Display and Exhibition work you need 
our unique experience, for we know the snags. Right from 
the beginning, we start looking for trouble, anticipating the 
difficulties, chasing the delays. We guide you on these and on 
the time factor. And, as we have shown jee: . =~ 
in recent advertisements, more often 
than not it costs you less at Goodman's, 
If you have to take a chance on old man 
Time, we'll take it with you—but we'll 
tell you the odds if you ring EUSton 5351. 


LEON 
GOODMAN 
DISPLAYS 


a = 


' 
Leon Goodman Displays ssc. 


HOUSE OF IDEAS - 119-125 WHITFIELD STREET - LONDON - W 1 


‘ EUSTON 5351 
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TRADE & 


TECHNICAL. 


ADVERTISING 


Technical Advertising Needs 


Its Own Organisation 


O analyse the outstanding 

problems of advertisers— 

and agents -— engaged in 
technical advertising can be 
quite a depressing business. For 
no matter what aspects of 
technical advertising one investi- 
gates, no matter how obvious 
the shortcomings or, desirable 
and basically simple the reme- 
dies, they are invariably linked 
with £ s. d. 

The truth is that in this branch 
of advertising, though advertisers 
may be numerous, the sum total 
of expenditure is on a modest 
scale. 

Advertising agents are not in 
business simply tor fun or neces- 
sarily because they are impelled 
by an ardent desire to upgrade 
the general standard of technical 
advertising. 

Perhaps the second most notice- 
able characteristic of technical 
advertising is that it is sharply 
divided into good and bad. There 
is little mediocre advertising of 
this kind, 

The best technical advertising 
is infinitely in advance of go 
“consumer” advertising because 
it always has a positive, factual 
story to tell and because it tells 
it with sincerity and without 
frills. 

Bad technical advertising is, if 
possible, worse than bad “con- 
sumer” advertising because it 
usually sincerely fails to tell any 
story and achieves this negative 
result entirely without frills. 

The reason for this sharp divi- 
sion brings us back to where we 
started. for technical advertising 
is itself rather sharply split into 
relatively few, high-spending, 
enlightened advertisers and the 
rank-and-file of lower spenders. 

The most efficient agencies 
have organised themselves to 
cater for the former who, be- 
cause they are prepared to meet 
the fees and to countenance high 
production costs are usually well 
served and can be numbered 
amongst the best exponents of ad- 
vertising of any kind. 

The remaining technical adver- 


By J. M. WILLIAMS 


tisers—the vast majority—and 
their agents are the problem- 
children of the advertising family. 

So we are faced with the funda- 

mental problem of the lowest- 
spending of all sections of adver- 
tsing requiring the most special- 
ised service because of the essen- 
tially technical nature of its 
products. 

There is every indication that 
the highly specialised service is 
not always available. In fact, it 
would probably be nearer the 
truth to say that it is only too 
seldom available. 

However, no matter what the 
shortcomings of agencies, tech- 
nical advertisers have only them- 
selves to blame if they do not 
receive the service required. To 
complain of “difficulties” is quite 
fruitless under present circum- 
stances because the complaints 
are merely individual. 

Technical advertising has no 
organisation and whilst it has no 
organisation, particularly as it is 
very much a minority, it is no 
more than an impotent collection 
of individuals unable to obtain a 
proper hearing. 

This is brought out time and 
again, The 1.A.M.A.—the official 


organisation of advertising man- 
agement with a_ considerable 
“technical” membership—allows 
two or three technica] sessions 
only in a season’s programme. 
When its report was presented to 
its members almost every promis- 
ing suggestion was turned down, 
including the suggestion that a 
separate section should be formed 
for technical advertising mana- 
gers. This was described as 
“dangerous”! 

There is no more flagrant 
example of the attitude towards 
technical advertising than in the 
programme of the International 
Advertising Convention, which is 
so busy with the “ “social respon- 
sibilities” of the business that it 
cannot allot a single session or 
part of a session to enable these 
men with practical problems to 
get_ together. 

This is quite a natural state of 
affairs because technical adver- 
tising has no status as a separate 
and highly skilled branch of the 
business. 

Advertisers must take a realistic 
view, too, of the economics of 
advertising, from the agent's point 
of view. Perhaps few of them 
fully understand that their 
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accounts are uneconomic, at 
least in comparison with “con- 
sumer” accounts of similar 
volume. 

It would pay many of the 
larger advertisers who do not do 
so to employ a competent adver- 
tising manager—and preferably a 
man with agency experience. 

Finally, advertisers must take a 
sensible view of agency fees and 
realise that it simply cannot pay 
an agent to handle efficiently an 
intricate technical account—par- 
ticularly if it has not behind it 
the directing influence of an ad- 
vertising manager—without the 
additional income of an ade- 
quately remunerative service fee. 

This general lack of awareness 
by so many advertisers of the 
practical mechanics and econ- 
omics of technical advertising 
probably constitutes the worst 
stumbling-block to progress, 
though it by no means excuses 
the attitudes of some agencies, 
whose shortcomings have been 
exhaustively reviewed in this 
series. 


Although in terms of expendi- 

ture, technical advertising is 
literally what it has been des- 
cribed as, namely the “poor 
relation of our business,” need it, 
as a whole, continue to look that 
invidious part? 
No, it need not, but my guess 
is that it will—at least until 
general conditions become more 
free, more settled and competi- 
tion keener than at present; and 
that proviso applies equally to 
both sides of this rather prickly, 
decidedly controversial fence. 


Six For The Agents: Half-dozen For The Advertisers 


To set technical advertising on’ its rightful level in the i 


pull their weight. Here are six suggested lines of attack for each. 


, agents and advertisers must 


THE AGENCY 


1. Primarily “consumer” agents should not dabble 

in technical accounts, and “technical” agents 

must organise the required service at a reasonable 

rate of remuneration. 

More, and more efficient technical agencies, are 

needed. 

Agents must recognise the specialised needs of 

the technical advertiser. Technical agencies 

should have special status, and the volume of 

consumer advertising they handle should be 

controlled. 

a fees should be on a fixed sliding-scale 
asis 

. Agencies should employ or retain the services of 
qualified technical men for consultation and to 
vet copy before it is shown to clients, 

6. Convincing propaganda should be directed at 
potential advertisers. 
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THE ADVERTISER 


.To get good service the advertiser must be pre- 
pared to co-operate and to pay for it. 


. Technical ad. managers must band together for 


adequate representation, either within the 
1.A.M.A. or, if necessary, outside it. 


. Propaganda should be directed by the I.A.M.A., 


and by advertising agencies, to persuade technical 
advertisers to appoint competent advertising men 
as advertising controllers. 

Advertisers must be completely convinced of the 
power and value of advertising. 


. Although many advertisers are now in a seller's 


market, they must be taught to appreciate the 
long-term implications of persistent, weil- 
produced advertising. 

Too many technical advertisers produce their 
own ads. and print. 


AN AGENCY HANDLING TECHNICAL ADVERTISING EXCLUSIVELY 


DONAL BA i 
: MACDORA| a! 


64A BRIDGE ST MANCHESTER 3 7e/.DEA 6622 


IMITED 


@ 92 FLEETST LONDON E.C.4 Tel,CEN 9909 
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‘ To Advertising Agents 
. . . for successful selling 


If you handle Textile and Fashion trade 
accounts you will serve your clients’ 
interests to the best advantage 


by using... 


BRITAIN’S LEADING DRAPERY 
AND FASHION TRADE JOURNAL 


PER WEEK 


HEAD OFFICE: 


Kings Bourne House, 229/231 High. Holborn, 
London, W.C.1. CHAncery 6291. 


BRANCH OFFICES: 

Manchester: 10 Piccadilly Central 1806 
Leeds: 4 Wormald Row, Albion Street 28654 
Glasgow: 58 West Regent St. Douglas 6481 
Birmingham: 12 Cherry Street Midland 4708 
Leicester: Phoenix Bldgs., Berridge St. 23661 
Belfast: Ulster Bank Chambers 28268 


w _ ‘Td 
“The DRAPERS RECORD 
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The Hatter Who Distributed ‘Sovereigns’ 


As A Publicity Venture—in 1871 


N the days when men’s 

hats cost half-a-crown and 

coats a sovereign, an enter- 
prising hatter in London’s 
famous Old Kent Road, by a 
secret method, used to get the 
result of the Derby way ahead 
of the newspapers. Crowds 
gathered in front of his shop 
and he did a roaring trade while 
they waited for the name of the 
winner. 

And that was only one of many 
lively stunts put over us far back 
in 1871 by a man whom 
Scrutineer finds described in 
Men's Wear (May 19) as: 


‘A Publicity Genius 
Ahead of his Time’ 


The enterprising hatter was 
George Carter, who opened his 
first shop in the Old Kent Road 
a hundred years ago last month. 
From the outset he was con- 
vinced that he could achieve suc- 
cess through novel publicity. 

One of his ideas was to have 
coins made with his name and 
address on one side and the head 
of a bearded man on the reverse. 
He would fling handfuls of the 
coins, which looked not unlike 
sovereigns, from the tops of 
buses and trams. One year he 


_ extended operations to Epsom on 
_ Derby Day, but the police slip 


in and put a stop to is, 


_ because, it is suggested, too many 
_ of the coins strayed into the 
bookies satchels! 


Another idea which helped 
George Carter to lay the founda- 
tion of a business which now has 
twenty-five branches, was the 
installation of a mast outside his 
shop up which a hat was drawn 
slowly to fall smartly exactly at 
1 p.m. each day. It was the local 
“Greenwich time” signal! 

* * oa 


“ subject of advertising has 
lately been worrying chemists 
and their official body, the 
Pharmaceutical Society. At the 
annual general meeting of the 


SCRUTINEER, in this month’s review of the trade Press, 
has found much that amused him—such as the not-so-mad 
hatter of 1871—and much that is serious, including the desire 
of the Pharmaceutical Society to stop advertising of dispens- 
ing services off the premises, 


Society two amendments, which 
make it clear that to advertise 
dispensing services off the pre- 
mises is a contravention of the 
ethical code, were on the agenda. 

In a comment on the subject, 
prior to the meeting, a writer in 
the Pharmaceutical Journal (April 
28) says he imagines the suggested 
ban would include the words 
“dispensing chemist.” He goes 
on: “Many pharmacists advertise 
some proprietary or other in the 
local] Press, on cinema slides and 
by other means. Presumably, in 
describing their calling there will 
be no objection to the word 
‘chemist’ without the qualification 
‘dispensing’ or to the title 
‘pharmacist’ or where applicable, 
‘pharmaceutical chemist’ or 
‘chemist and druggist.” 

“Such descriptions are sufficient 
to denote the nature of the busi- 
ness carried on by the advertiser, 
and while they are instinctively 
linked in ihe mind of the general 
public with the place where 
medicines are dispensed they do 
not in themselves expressly adver- 
tise dispensing.” 

In the May 12 issue of the 
same paper, a_ correspondent 
declares that the motions, if 
passed, would be yet another un- 
warrantable transgression against 
the liberty of the individual! 

“I claim that the description 
‘dispensing chemist’ has much 
sales value in public opinion, 
and that this well-earned privilege 
of long tradition and usage, this 
valuable business asset, should 
not be filched from us in this 
manner. 

_“Further, it appears that no 
dispensing display shall be 
allowed within the window or the 
pharmacy. Is it that the Society 


deems that such displays are 
unfair competition to the coming 
health centres?” 


* * * 


HILE on the subject of 

chemists and their advertis- 
ing, 1 have had a letter concern- 
ing my comments in April 
from Mr. A. Forster, of Forsters 
(Pharmaceuticals) Ltd., Seaham, 
the firm which, as stated in the 
article, claims to have success- 
fully launched a new proprietary 
medicine without trade Press ad- 
vertising. Mr. Forster makes the 
following points in defence of his 
firm’s marketing policy: 

“Will any amount of publicity 
cell a cold-cure in summer? The 
bulk sells in October to March 
and I cannot see how you can 
alter this by altering the type of 
publicity. This is the primary 


reason why other products were 
introduced. 

“Most of the large ethical 
manufacturers conduct heavy 
direct mail advertising to doctors. 
It is appreciated that they also 
heavily advertise in the medical 
journals. Which is the more 
profitable? Have these manufac- 
turers analysed the sample 
requests received to see what 
proportion came from G.R.’s? 

“Selling policy is to our mind 
all important. It is true that heavy 
advertising will force demand, 
but the goodwill of the chemist 
can be of considerable influence. 
Is he to push the goods, or just 
let them sell on advertising? 

“There is a long history of dis- 
satisfaction by retail pharmacists 
of some of the methods generally 
employed. In particular, when- 
ever a successful line is intro- 


ALL THE FUN OF THE TRADE PRESS 


A good many trade 
journals use cartoons in 
their editorial sections. 
Display, as in the left- 
hand effort (from “Shoe 
& Leather Record”), is a 
frequent object of mirth. 


heep QA | OFF THE RO D/ 


| 
Is 


| 
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Many of these cartoons get wide circula- 
tion; the “Death off the Road” one, for 


example (illustrated in 


“Fruit Trades 


Journal”) has been widely distributed in 


north-west England as a part of the clean 


food campaign. 


Of 36,900 men in Bristol’s Engineering and 
Aircraft industry more than 30,000 read 


the Evening Post daily. 


A.B.C. MEMBER 


A ‘Fitting’ tribute to its popularity 
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As irresistible as theZsearing flame of an acetylene cutter, each of the Home and Overseas journals 
of The National Trade Press Ltd., concentrates the full force of your advertising message on 
specialised markets. Space in these journals commands the interested attention of influential buyers 
in their respective trades at home and also in dollar and other world markets. The progressive 
editorial policy and the fine presentation of these journals — profusely illustrated in colour — have 
won acknowledged leadership among trade press media. Include them on your next schedule. 


% ADVERTISE IN THE N.T.P. GROUP OF PUBLICATIONS 
TO THOSE WHO BUY 


THE NATIONAL TRADE PRESS LTD. 
(Incorporating Heywood & Company Ltd.) 


For details of space apply to The Advertisement Director. 
Drury House, Russell Street, London, W.C.2. Phone TEMple Bar 3422 (17 lines) 


FOR OVERSEAS TRADE: Fashions & Fabrics Overseas + Furnishings from Britain + Style for Men Overseas + Survey of the British Textile Industry - 


Survey of the British Furnishing Industry +: Leadership of British Footwear + British Footwear Leathers - Overseas Watchmaker, Jeweller & Gliveremith. 


FOR HOME TRADE: Fashions & Fabrics ~- Style for Men ° e , British Shoeman . Watchmaker, 


Jeweller & Silversmith : The Dyer ° Confectionery News ° ¢ Laendry Journal. 
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ARE YOU SEEKING A FIRST-CLASS PRINTER? 


We at Leagrave Press Ltd. are well-known as high class 
Printers and Publishers. Our model factory at Leagrave is 
equipped with the very ‘latest machinery, including Monotype, 
Miehles, Heidelbergs and up-to-date binding and folding machinery. 
Whether the job be large or small, one colour or multicolour, 
weekly, monthly or quarterly, we can do 
it, and are doing it ina big way. First rate 
craftsmen keep our machines running day and 
night. Send your enquiries to us at Luton 
or telephone for a representative to call. 


3 TE a 
The LEAGRAVE Press 


THE LEAGRAVE PRESS LTD., wurton 


Telephone : LUTON 2525 (3 /ines) 
LONDON OFFICES: 9 SOUTHAMPTON PLACE, W.C.!. Telephone: HOLborn 440! 


WE SPECIALIZE IN LONG-RUN MONTHLY JOURNALS 


Linotype talks 
fo the world 
in ifs 
own language 


wherever the printed word is read 


you will find the printed product of the 


LINOTYPE 
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TRADE & TECHNICAL ADVERTISING 


Sovereigns For Publicity—continued 


duced, other makers copy. The 
result is that the retailer has to 
stock several lines of nearly 
identical composition.” 

* * * 


HE International Woo] Secre- 

tariat is planning a greatly 
intensified propaganda campaign 
this autumn. It will include acti- 
vities of interest to all concerned 
with the merchandising of woo! 
goods. (Drapers’ Record, April 
21.) The campaign is divided 
into two main features. First, 
“likely to prove the fashion event 
of the year,” will bea display at 
the Savoy Hotel, London, on 
September 25, when many leading 
Paris couturiers are to show ex- 
clusive models in wool, on their 
own mannequins specially 
brought over for the occasion, 

Second part, though linked to 
the first, is of much wider appli- 
cation, for it is proposed to hold 
a Wool Fashion Week through- 
out the United Kingdom from 
October 22—-29. 

This promotion will be backed 
by a substantial publicity scheme 
Not only will attractive display 
materials be supplied free to 
retailers wishing to participate, 
and specially designed window 
units offered at cost price. but the 
event is to be supported by an 
intensive poster campaign and 
local paper advertisements. 

Together with this Press cam- 
paign, the 1.W.S. plan to release 
generally during the Week a 
colour film showing, against Paris 
backgrounds, many of the models 
displayed at the Savoy show. 

Free campaign books, explain 
ing how traders can co-operate 
and take advantage of this im- 
portant fashion event, will shortly 
be distributed to shops, stores 
multiples and co-ops. as well as 
the manufacturing and whole- 
saling sides of the trade. 

A special symbol is being de- 
signed in the form of a transfer, 
and this. with envelope stickers, 
showcards and posters, will be 
available free. 

~ * * 


\ R. HAL SAWARD, the ad- 
4 vertising agent, has been 
telling members of the British 
Horological Society about the 
fundamentals of salesmanship 
(British Jeweller, May). On ad- 
vertising, his advice was that they 
should concentrate upon the im- 
portance of time. One of the 
best forms of advertising was the 
‘direct-visual” type, and here 
the shop window offered the first 


and an excellent medium. Then 


there were the sales-aids of a 
direct mail campaign, in which a 
catalogue with two follow-up 
letters was the most effective. 
He advised them, in planning 
the appeal of such a campaign, 
to concentrate upon time—the 
importance of appointments. 
catching trains and so on. He 
knew of many train travellers, 
with good watches. who timed 
their journeys so closely that they 
could tell fellow-travellers that 


the train was twenty seconds late 
when it was halted at a signal or 
station. 

He also suggested that there 
was a good market for stop 
watches among sport followers. 
He had experience of the num- 
ber of people who took an 
interest in his watch when he 
“clocked” in runners at athletic 
meetings. All these points could 
be used in Press advertising, with 
the additional advantage that a 
coupon asking for a brochure 
could be included in the advertise- 
ment. He stressed the need for 
“follow-up” letters. He had 
sometimes bought elsewhere be- 
cause a firm had not thought of 
reminding him. 

* * * 


DVERTISING for the small 
retailer is always an expen- 
sive business, but it is absolutely 
necessary if the firm is to become 
well known, comments a writer 
in Furnishing World (April 20). 
He cites the case of the 
American firm of Hanco Furni- 
ture which makes a little money 
go a long way by advertising in 
classified columns. 

This firm claims that results 
from advertising in the classified 
sections indicate a far greater 
proportion of business done than 
by display advertising. 

They believe that when a per- 
son is looking through the classi- 
fied columns he, or she, is in a 
buying mood—otherwise he 
would not be reading that page 
and, of course, the advertisements 
do not have to compete with 
news stories or cartoons for 
attention. 

“Also, the cost is reasonable 

an entire batch of classifieds 
can be bought for the same price 
of one small display advertise- 
ment,” says the writer. 

* * * 


HE Coffee Buyers’ Associa- 

tion, representing the distri- 
butive trade, has for the past 
three years been endeavouring to 
educate the public in this country 
to a better standard of coffee 
making by means of demonstra- 
tions, lectures and literature. 

Plans have been evolved. in 
collaboration with the Festival 
authorities and the concession- 
aires concerned, for maintaining 
a high standard of quality in the 
coffee served at the South Bank 
catering establishments. (Food 
Trade Review, May.) 

A panel of “judges” has been 
formed, consisting of members 
of the Coffee Buyers’ Association 
ind well-known “lay” experts 
who have been chosen for their 
specialised knowledge of culinary 
matters, or because of their 
interest in improving catering 
standards. This panel. working 
in pairs (one member of the 
Coffee Buyers’ Association with 
one “lay” member) will make 
unannounced visits to Festival 
catering establishments. sample 
the coffee, and award the “Seal of 
Quality.” 
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BACK T0 THE SITE OF 


THE WORLD'S 
FIRST ILLUSTRATED NEWSPAPER, 
THE ILLUSTRATED LONDON NEWS, 
WAS FOUNDED HERE By HERBERT INGRAM 


lhe New ING 


A Brief Story of Historical Interest to every | 
Newspaper and Advertising Man 


This week is a red letter occasion for Illustrated 
Newspapers, who take over their new premises in 
the Strand at the corner of Milford Lane, on the 
site where the world’s first illustrated newspaper 
was produced one hundred and nine years ago. 

On May 14, 1842, the first issue of The ILLUS- 
TRATED LONDON NEWS was published: Its 
founder was a young printer, Herbert Ingram, a 
native of Boston, Lincs. He had come to London 
and had decided that the time was ripe for the 
public to have a newspaper full of pictures in 
addition to the printed word. 

Each picture had to be drawn by an artist and 
then engraved by hand on pieces of box-wood 
Captions and articles had to be hand-set, letter by 
letter. A small steam engine powered the printing 
machine. 

The new paper was a success from the beginning : 
26,000 copies of the first issue were sold, and by 
1851, the year of The Great Exhibition in Hyde 
Park, sales reached 130,000 per week. The issue 
of March 14, 1863, dealing with the marriage of the 
Prince of Wales, later King Edward VIL, numbered 
310,000 copies. Special Numbers in those far-off 
days cost Three Shillings. 

In the year 1879, The ILLUSTRATED LONDON 
NEWS claimed to be the fastest wood-cut printing 
establishment in the world. The Ingram Rotary 
Machine had been invented. It printed both sides 
of the paper at once and turned out 6,500 copies an 
hour. It required only four men to operate it, 
whereas thirty men and five machines were needed 
previously. 

Although photography had been used since 1842 
as a basis from wnich wood engravings were copied. 
it was not until 1860 that an illustra.ion was photo- 
graphed on to the box-wood and then engraved 
by hand. 

The advent of 


* process ** engraving was marked 


by the publication in The ILLUSTRATED LONDON 


RAM HOUSE 


NEWS of 23rd February, 1884. 
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MAY I4th, 


SO READS a bronze plaque on the front of 
INGRAM HOUSE, 195-198, Strand, the new 
headquarters of Illustrated Newspapers Limited. 
Behind this imposing building stands the great 
printing works of The IUustrated London News, 
where our master craftsmen pioneered most of 
the printing processes now in common use all 
over the world. 

In the one hundred and nine years which have 
elapsed since Herbert Ingram (grandfather of 
the present Editor-in-Chief, Sir Bruce Ingram, 
0.B.E., M.C.) first started publishing in the 
modest building shown on the right, the develop- 
ment of the illustrated weekly newspaper, 
peculiar to our country, has grown to be one of 
the great pillars in British journalism. To-day, 
the impressive Illustrated Newspapers Group 
comprises The Illustrated London News, The 
Sketch, The Tatler, The Sphere, Sport & Country, 
and the popular monthly magazine, Britannia 
and Eve. Each paper, in its particular field, pro- 
duces a record and mirror through which readers 
in every civilised country in the world may keep 
abreast of events. For British advertisers some 
of these publications offer selective coverage and 
penetration unequalled in any other country. 


Halftone blocks 


commenced to aopear towards the end of the ‘eighties 
and during the ‘nineties. The success of the half- 
tone process brought into being new Illustrated 
Newspapers, among them The SKETCH, 1893, 
The SPHERE, 1900, and The TATLER, 1901. 

The richness of reproduction offered by the 
photogravure process first appeared in a periodical 
in 1911, when Sir Bruce Ingram, present Editor-in- 
Chief of ILLUSTRATED NEWSPAPERS, caused 
to be installed rotary photogravure printing machines 
whose copper cylinders each print eight pages of 
illustrations and text. 

In the Christmas Number of The ILLUSTRATED 
LONDON NEWS, 1855, the first pictures in colour 
were published. They are crude by comparison 
with the superb art-paper colour of our own time. 

Printing and publishing without a break ‘through 
all the wars of the last century, the passage of time 
and bomb damage in World War brought 
opportunity for us to acquire our imposing new 
Headquarters on the site of the old. We are proud 
of our tradition and progressive contribution to the 
technique of our craft. 


NEWSPAPERS 


All Departments for all papers have moved to 
INGRAM HOUSE, 195-198, STRAND, W.C.2, TEM. 5444 
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1842 


WILLL 4M LIT TLE, Publisher, i 
releases Queen's visit to Scotland . 
a 


number, Oct. 29, 1842. 


Timbered Hostelry ** The Three Horse 
Shoes” in Old Milford Lane .. 
our great printing works now stani, 
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advantages of the 
use of electronic 
instruments, made 
by their clients— 
CINEMA TELEVISION L™ 
to the notice of lead- 
ing producers and 
packers of food 


EORGE URRAY 
(ADVERTISING) LTD. 
use & recommend- 


FOOD MANUFACTURE 


17 STRATFORD PLACE 
LONDON, W.|! 


FOOD MANUFACTURE is one of the 


MONTHLY journal 
covering Production 
Refining ; Storage ; Distri- 
bution. PETROLEUM 
is read by technologists 
throughout the world. 
PETROLEUM 
is another 


LEONARD'HIIL 


TECHNICAL GROUP 


PTADE 8 TECHNICAL ADVERTISING 
This Campaign Doubled 


Container Returns 


HE grocery, laundry and 
chemists’ trade Press carries 
regular advertisements for an 
organisation called Container 
Recovery Service — commonly 
referred to as C.R.S. 

Advertising for C.R.S. is not 
a competitive affair, designed with 
an eye on what the other fellow 
is doing. Its job is to keep used 
containers and sacks in circula- 
tion, so that the supply of goods 
to the vast consumer markets can 
be maintained. Among the 100 
or so manufacturers participating 
in the scheme that operates C.R.S. 
rivalries are forgotten. The prob- 
lem of the container shortage 
affects them all equally; so they 
combine forces to solve it. 

C.R.S. is designed to give “nine 
lives” to these all-important 
containers which are otherwise 
discarded by the retailer, or used 
for the family week-end orders. 

To-day, when the ingredients 
for fiberites are so scarce, and 
production of goods for the home 
market and for export is rising, 
every container in current circula- 
tion is a vital part of our econ- 
omic strategy. And to snare these 
empties, the C.R.S. van calls 
regularly on the shopkeepers, the 
driver paying cash on the spot 
for each container he gets. 

Eighteen months ago 1,200,000 
containers were coming back to 
the manufacturers each week. By 
October 1950~ the number had 
been reduced by half. 

Then, isuddenly, because an 
acute shortage of raw materials 
developed, supplies of new con- 
tainers fell far below demand. 

Immediately, forceful streamers 
were designed for the C.R.S. 
vans, urging the fullest co-opera- 
tion of the retailers. 


we need the sack — 


4 
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Advertising in the trade Press, 
which until then had done little 
more than to remind retail traders 
how to look after their empties, 
was completely revised. Tempor- 
ary advertisements were inserted, 
and planning of a completely new 
campaign was got under way. 
Within a short time, the tempor- 
ary measures managed to bump 
up the weekly return to 875,000. 

The new campaign being de- 
signed meanwhile had, firstly, to 
tell retailers of the precarious 
container situation. Then it had 
to remind them that containers 
were only good for re-use if 
handled with care, despite the 
fact that this takes more time 
and effort on the part of the re- 
tailer. Next, it had to tell them 
to store the containers carefully, 
knowing full well that this means 
using up valuable and often 
limited storage space, The easy- 
to-fall-into attitude of “After all, 
one or two less won't make all 
that difference” had to be 
defeated. The advertising had 
to bring that total of returns back 
to 1,200,000 a week. Therefore, 
it had to bé designed to gets its 
message fully read. 


Australian’s 
Boomerang Idea 


Late in March, from Lintas 
Ltd., the first C.R.S. advertise- 
ment of this new series went out 
to the trade Press. At the base- 
line, each one displayed a new 
emblem—an Australian  abor- 
iginie about to throw his 
boomerang. {n conjunction with 
the advertisements, this emblem 
became the feature of a leaflet 
that was included from that date 

(Continued at foot of next page) 
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The C.R.S. campaign is not competitive—but hard selling is neverthe- 
less necessary. These two advertisements are part of a new campaign 
which doubled the rate of return. 
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Are your 
Products 
used on 


board Ships? 


A regular advertisement in 
“The Chief Steward and 
Ship Stores Gazette” will 
ensure that your product is 
brought to the notice of 
Victualling Superintend- 
ents and Ship Store 
Merchants. 


“The Chief Steward,” now 
in its forty second year of 
publication, is the only 
paper of its kind published 
to interest the Catering and 
Purchasing departments of 
Shipping Companies. 


Sell to the 
Shipping Companies 


For particulars regarding 
isi and space 


CHIEF STEWARD AND 
SHIP STORES GAZETTE 
26-28 BILLITER STREET 
LONDON . E.C.3 
Royal 5322 


Oil and 
Colour 


JOURNAL 


The oldest and best informed 
journal in the trade. Known all 
over the world. It is a journal 
with a personality, and because 
of that all the executives read it. 
Rate card & full particulars from 8 
Ludgate Broadway, London, E.C.4 
TR ee 
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AFTER THE SALE, 
THE PUBLICITY 


By N. G. NERE 


NCE a packet of soapflakes 

is sold, that’s the end of it 
so far as the advertiser is con- 
cerned. Publicity ends with 
sales. 

But in technical advertising, 
publicity extends far beyond the 
point of sale and, unless the after- 
sales publicity is as good as the 
pre-sales publicity, a selling cam- 
paign is only half effective. Any 
kind of electrical or mechanical 
equipment must be operated, 
serviced and maintained. It is 
the responsibility of the manufac- 
turer to inform the purchaser 
how he can do this with the mini- 
mum of effort, trouble and 
expense. Failing to offer an 
attractive after-sales service is 
poor publicity and bad business. 
It adds to a firm’s overheads 
because of the servicing facilities 
that have to be maintained. 

Thus an effective after-sales 
policy is not a “necessary evil.” 
It will often weigh the scales in 
favour of repeat orders. 

Yet it is surprising how little 
is made of this important factor 
in technical advertising. Adver- 
tiser and agent should get together 
and produce something workable 
and friendly. Nothing fancy. 
Too many of these have been 
tried in the past. Try being 
genuinely helpful. It is from 
after-sales publicity that a firm 
can gather its highest quota of 
goodwill. For instang, a small 
point: Very few machinery users 
like the servicing manual and the 
spares parts list to be combined. 

Guarantees should be watched 
by the agency. It is surprising 
how many are clumsily worded 

, 


ADS. DOUBLED 
RETURNS 


(Continued from previous page) 


in the packaging of fresh sup- 
plies. 

The campaign itself was the 

co-operative work of artist Owen 
Ward and copywriter Wylton 
Dickson. The latter, an Austra- 
lian, was, of course, responsible 
for the adoption of the aboriginie 
as the new C.R.S. embiem. 
_ Advertising a non-profit mak- 
ing, temporary organisation, exist- 
ing only while emergency exists, 
and appealing to the 250,000 
traders throughout Britain on 
whom the C.R.S. vans call regu- 
larly, is not in the usual line of 
agency business. With C.R.S. 
there is only one competitor— 
waste. The extent to which the 
enemy has been mauled can be 
seen from current figures. Co- 
incidence or not—since the in- 
ception of the new advertising, 
the graph plotting the return of 
containers has passed the 
1,200,000 mark, and is climbing 
very near 1,500,000. 
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and almost insult the user’s intel- 
ligence. Yet the wording of a 
guarantee is far more important 
than the wording of an advertise- 
ment in the creation of goodwill. 
For a great deal of advertising is 
done by word of mouth and per- 
sonal recommendation. I recall 
a servicing manual which, under 
a particularly insultingly-worded 
guarantee, has printed, in 24 pt. 
bold type, “You Have Been 
Warned.” What a clumsy way of 
dealing with such an important 
aspect of publicity and, if the 
truth were known, what a costly 
blunder! Guarantees should at 
least seem to be designed for the 
benefit of the user and not for 
the protection and profit of the 
manufacturer. Self protection is 
important but it need not be 
made obvious. 


Threats Not 

Desirable 

The provision of servicing 
facilities through accredited 


dealers should not be too rigid. 
And thinly veiled threats should 
not be used against those who 
should dare to try to service the 
equipment themselves. Many 
farmers are becoming mechanic- 
ally minded and would gratefully 
welcome a comprehensive guide 
in the form of a good servicing 
manual. 

Therefore any agency dealing 
with technica! accounts would be 
well advised to examine its client’s 
after-sales policy. A useful form 
of market research would be to 
ascertain just what form users 
would like their servicing facili- 
ties to take. 

Most would first of all demand 
a clear and concise instruction 
booklet, simple to follow, easy to 
understand, moving step by step 
logically through the operation of 
servicing and maintaining the 
machine. He would ask, too, for 
a clearly illustrated and simple 
spares list, with prices (and not 
too much bold faced warning 
that these are subject to this and 
that). He would want a compre- 
hensive and friendly guarantee. 
He would like advice and help 
that is free and friendly. 

A purchaser likes to feel that 
he is still in contact, and this con- 
tact should be created by the 
manufacturer. Publicity people 
are apt to forget that, to the 
purchaser, all pre-sales publicity 
is so much blarney if he is not 
absolutely satisfied with every- 
thing connected with his purchase. 

To the purchaser the spares 
list and instruction manual are 
far more important than the sales 
brochure. Yet anyone comparing 
the amount of time, money and 
care spent on pre-sales literature 
with that spent on after-sales 
material will agree that much 
technical publicity is hobbling 


ADVERTISER'S WEEKLY 
A reliable medium 


for 
HOME & EXPORT 
Advertising, reaching the firms 
that matter and read by Execu- 
tives in all Branches of the 
METAL and its Allied Industries. 


Twice weekly. 
Tosedaye & Fridays 


Business news and technical articles of vital 
interest to enginee yw week in the 


MECHANICAL WORLD 


AND ENGINEERING RECORD 


MAKE SURE IT IS ON YOUR TECHNICAL ADVERTISING 
SCHEDULE 


EMMOTT & COMPANY LIMITED, 21 BEDFORD STREET, LONDON WC2 
MANCHESTER OFFICE 31 KING STREET WEST. MANCHESTER 3 


157 FARRINGDON RC. LONDON E.C.!. Telephone Terminus 269! (4 lines) 
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Design, Copywriting, Print, Display & Photography 
* 


* 
Please contact Group Director, W. Warner 
ASTRAL ARTS GROUP LIMITED and Associated Companies 
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COMMERCIAL FILMS 


THE MONTH’S NEW PRODUCTIONS 


June 14, 1951 


How The Americans—And The C.O.I.—Use 
Films To Promote Industrial Efficiency 


The Central Office of Information has put out a series of films, constructed 
into programmes, to encourage thought on productivity. Some American 
films are included and PAUL NUGAT contrasts their technique with that 
in the British-made parts of the sets. 


HE COI has embarked 
upon a series of four film 
programmes with the inter- 
elated theme—‘“Efficiency In 
dustry To-day.” 

Each programme is to be 
irculated around some 2,000 
tories, with the frank purpose 


In the first programme, “Ideas 
“At Work,” running for 14 
Minutes, there is a gentle pep- 
talk on how to organise more 
efficient production without wait- 
g for the benefits of capital 
investment. The film—much of 
Which is library material—lays 
Stress on the value of time and 
Motion study experts, employees’ 
Suggestion boxes, etc. 
The visual parts of the film are 
pecelient illustrations and to an 
telligent audience self-exp!ana- 
tory to a degree that makes much 
of the commentary superfluous to 
the point of irritation. The 
general tone would be exactly 
right for a class-room of fore- 
men, but falls considerably short 
of ‘what the Americans call 
managerial know-how. 

Perhaps the most valuable 
lesson of “Ideas At Work” is the 
manner in which, intentionally or 
not, a distinctive dividing line is 
drawn between the respective 
contributions the man on the job 
can make to more efficient pro- 
duction, and that of the time and 
motion study expert called in, 
in a consultative capacity. The 
former produces a rough blue- 
print for a turn-table, which will 
facilitate the clamping and 
swivelling of a foundry-box dur- 
ing welding. The latter will 
devise a simple rotating table top 
for an unskilled job in a pottery 
factory, where female labour ex- 
pends 


unnecessary effort and 


time, lifting and carting. Despite 
its weaknesses, “Ideas At Work” 
will set a lot of ideas to work. A 
Crown Film Production. 


* * * 


THE SECOND FILM in this pro- 
gramme, “Productivity: Key To 
Plenty” is an American one pro- 
duced by Encyclopedia Britan- 
nica Films. It sets itself the task 
of tracing the employment of 
ideas, which have revolutionised 
industrial production in America 
in the last hundred years. 

The film contains many object 
lessons for ourselves and other 
European countries, but I suspect 
that these Kssofis are going to 
become blurred by the commen- 
tary. American audiences are 
either hard of hearing or slow in 
the uptake, because every state- 
ment of fact and figures is re- 
peated ad nauseam. 

This story of America’s rise to 
eminence is an impressive story, 
requiring neither comment nor 
commentary. 


* * * 


“More Power For The Ameri- 
can Farmer” gives a close-up of 
the resourcefulness and reasoning 
of a high-powered industrial 
organisation. This film was pro- 
duced by General Electric Co. 
(U.S.A.) and is all about this 
firm’s activities in relation to the 
American farmer. It favours the 
same historic approach as “Pro- 
ductivity: Key To Plenty” in that 
the film begins with the first 
power lines being erected in 

1898; goes on to state that by 
1925, 205,000 of the agricultural 
population were connected to 
these lines; and by 1945, 2,720,000 
were enjoying electrical benefit on 
the American farmsteads. 

Statistics continue to pour out 
of G.E.C.’s research institute. 

If the film, from our British 
standards, is a little top-heavy 
Statistically, it nevertheless pro- 
vides a first-class picture of 


American salesmanship, based 
on the collated materia] of time- 
and-motion study experts, lec- 
turers at farm meetings, and care- 
fully planned advertising cam- 
paigns. 

This American film was shown 
at E.D.A.’s Sales Management 
Conference, where “Boiling and 
Simmering” (Part 2) and “Elec- 
trical Terms” were also given 
their Press showing. “Electrical 
Terms” is one more successful 
school film to be added to 
E.D.A.’s film library. It was pro- 
duced by Merton Park Studios. 


* * * 


THROUGH THE courtesy of 
Daimler Hire Ltd., I recently at- 
tended the school for future 
Daimler chauffeurs at their Ken- 
sington headquarters to see an 
untitled film, designed to main- 
tain the traditional service and 
courtesy of the Daimler Hire 
Service in its correct setting. The 
film is a real achievement in its 
field, in that the producers, 
British Films Ltd., have captured 
the finer shades of deportment 
that have made this car hire ser- 
vice distinguished above its com- 
petitors. These competitors. in- 
cidentally, are paying a silent 
tribute by requesting loans of the 
film for their own employees! 


* * * 


“FROM PLAN To ACTION” is the 
third annual report of the Steel 
Company of Wales on the pro- 
gress being made in the erection 
of their foundry works, plate and 
strip mills in S. Wales. Largely, 
no doubt, because part of this 
gigantic structure is now in 
action. I found this third film 
issue the most satisfying. Cover- 
ing vast sites has always been 
one of the most exacting tasks for 
a film producer. Mr. Donald 
Alexander handles the interplay 
of men and machines deftly, at 
times excitingly. This report, like 
its predecessors, is a Data pro- 


duction, with commentary by 
Wynford Vaughan Thomas. 


* * * 


IT IS NOT OFTEN that the 
Colonial Office allows light- 
hearted touches to percolate 
through its films. But in “Carib- 
bean” the opening sequences are 
a delicious abandonment of policy- 
making in favour of the captivat- 
ing calypso and folk songs of 
these unhomogeneous islanders. 
In 25 minutes the film attempts to 
do far too much, giving nothing 
more than an impression of a not 
too durable character of schools, 
ante-natal clinics, primitive tribal 
living, an adult college, sugar pro- 
duction, gold mining, etc. etc. 


1951 KINE 
YEAR BOOK 
IS OUT 


The 38th annual edition of 
Kinematograph Year Book has 
been published by Odhams Press 
Ltd. (21s.). 

As in previous years, accent is 
on feature films, but there is, 
nevertheless, a mass of informa- 
tion on technical advances. 

The trade directory sections in- 
clude not only producers of spon- 
sored films but also a_ section 
headed “Advertising.” This is in 
turn sub-divided into “Displays,” 

“Posters,” “Programmes,” “Bill- 
posting” and “Printing.” This 
section contains some 200 entries, 
including one agency now 
defunct, the British Poster Adver- 
tising Association, and a public 
relations agency. A number of 
firms are entered in more than 
one sub-section. 

Useful for advertisers is a 
complete list of cinemas through- 
out the country with number of 
seats and admission prices. A 
list cf circuits and the cinemas 
they control is also given. 
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every 


2 A a I IE a 


housewife 


knows! 


Every housewife knows 
her local cinema as well as she knows the local 
grocer’s, the post office or the ironmonger’s. 
And she goes to her cinema regularly to be 
entertained, to relax, to enjoy herself. . . the 
programmes provide her with drama, comedy, 
history and news! News about the latest in 
household appliances, fashions, cookery, furniture 
and homecraft—all those interests round which 
her life is centred. This kind of news she gets 
in the most vivid and entertaining form there is. 


Theatre She gets it through op tc Film. 


ee ee oR AEgg error ht 


. * According to a memorandum included 
Publicity ‘ in the recent Report of the Broadcasting 
Committee, 1949, issued in January 


Limited - of this year, the figures are: 
_ Out of 7,000 housewines who saw 
sole controllers of Bo i docsiine 
screen advertising for Gt | 78%, were favourably impressed / 


17%, were unfavourably impr 
Odeon and Gaumont \ 12°, were not interested ' 
Theatres 


Sales and Production Offices: Film House, Wardour Street, London, W.1 
Telephone GERrard 9292 
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: PEGE CCT aD rep. of Remington Rand. who hit 


upon the idea through seeing 
Spencer Tracy using an electric 
P dry shaver in “Father of The 

R Are First To $ - 
emington I ve ; il st oO , ponsor To test the soundness of the 
idea, Remington Rand put out 
screen slides in three small 


Ye ry > ; 
. e6 Spe some similar announcement, and cinemas in the suburbs, where this 
? Featun e k ilim | uile I ihe efore enters the category of film was being shown The result 
hard news To the inveterate was reflected in the immediate 
' cinemagoer, next week's pro Stepping up of sales in the areas 
on gramme is no less important than Even an ironmonger became a 
te 7 HAT will probably prove { ' The trailer starts "S cu — Prom imme stockist. 
a) to be one of the most sequence illustrating the |) "R ge remy, ar togg se : aap gon Mr. Wyatt was 
s important developments Reming Dry Shaver being hild ~- 5 Page dg ie le rain g ven the green light 
:s ‘ite le : * . uken out of its. case David Chie I yalt, sales He has organised poster dis- 
of recent years in screen adver- 
tising has just been completed !*¢? | ao sad shaves (in = 
through the co-operation of jy 4 his anita a = 
Associated British Cinemas and pn otince. “a a Senet 
the Remington Rand organ- Moment contest coupled with the 
isation in London. name i filn rt 
aa It is a trailer—a’ mere 70 ane Os with > name 
st seconds long—advertising the Remington Rand 
: Remington dry shaver Its Never before in Britis creen 
or evolutionary fteattire? It stars story Mats e sla wat 
David Niven, who is also the length = featu ippeared in a 
main actor in the A.B.C.’s new advertising trailer announcing a 
} fechnicolor musical film “Happ commerela duc compet 
i Go ovely.” Producers were thon around the product. and th 
* i National Screen Service Ltd picture itself tone and the same 
: 1 € Che trailer will run a week o time 
| B more before the “Happy Go It idea of an advertising 
° S Lovely” film, announcing not railer was first woted by Mr 
i nly the “forthcoming attraction” Andrew Neatro 4ics promo 
: * but also tl lappy Moments” on Manage ABC Theatres in 
. contes cing organised by ADVERTISER 
A Remington Rand » cornerde cars ag 
te 3 with the film’s run in cach town ol ¢ 
¥ or cinema dk It differs ery 
H Into the — sevent conds technique of ¢ a advertising 
® Remington Rand have anaged hecaus ‘ vd unde 
5 e to crowd a mass of telling sales Forth wg =A clions o David Niven’s happiness at this moment is evident from his face! 
{ ani 3 
m Sold to the lady i ‘'G’! 
| 30 Oo e iaay in row Me « * 
i | (and to 15,000,000 Through Presburys Films, Filmlets and 
: like her) Slides you can keep your sales story in the 
1 public mind at 3,500 cinemas throughout 
ui England, Scotland and Wales (and that 
: means a weekly public of 15,000,000!) 


Covering the cream of the independent cine- 
mas —in many towns the only cinema is a 
“Presbury’’? cinema—the Presbury Screen 
Advertising Service is indispensable to the 
advertiser who aims at a really widespread 
impact, whether local or national. And 
Presburys offer a complete service from 
script to screen, including first-rate produc- 
tion facilitics. Put punch in your screen 
publicity consult PRESBURYS ! 


2. YR PRESBURY film 


S. PRESBURY & CO., LTD., GLOUCESTER HOUSE, 19 CHARING CROSS ROAD, LONDON, W.C.2 
Telephone WHitehall 360! P.B.Ex. 


Member of the Association of Specialised Film Producers 
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plays for all dealers, local adver 
tising on a 50/50 basis, national 
advertising, and the “Happy Go 
Lovely’—Happy Moments Con 
test to be run in all the cinema 
foyers during the screening of the 
film The prize-winners will 
be given a radiogram, 


a washing machine, electric 
sweepers, radios, bicycles, etc 
The contest cannot be won by 
anybody who has not seen the 


film. Every dealer has been noti 
fied of the play dates of the film 
in his nearest cinema, and can 
arrange his window § display 
accordingly 
In each cinema 

and 400 independents 
is scheduled for a 


Film 
long been the cry in 


. has 
many advertising that 


there are not enough facts abou 
how successful advertising cam 
paigns are organised Case 
histories are at a premium 

It was enterprising of the Filn 
Producers Guild to publish in 


325 ABA 
the traile 


minimum of 


kditor 


rcle 
circies 


booklet form the story of the 
Mobo toys sales campaign. The 
conclusions drawn b John 


Watkins. Mobo advertising Mana 


ger, who wrote the story, are in 


teresting: “Film advertising,” he 
maintains “creates a stronger im 
pression than printed advertising 
Because of its evanescent nature 


it needs following up with printed 
advertising and point-of-sale dis 
play. A bold. direct selling 
job can be entertaining as well as 
effective. 

Incidentally, Jean le Harive 
the Guild's information ojtice: 
who was responsible for the 
pamphlet’s production, has joined 
the British Iron and Stee! Federa 
tion 


% ¥ ¥ 
THE ASSOCIATION of Specialised 
Film Producers has now com 


pleted the annual task of select 
ing documentary films to b 
shown at Venice Filn 


the 


val Their secretary, Laurence G 
Parker. tells me that the list of 
20 films selected wil! be made 
known shortly 

In addition, two complete pro 


grammes of children’s films (en 
tertainment and educational) are 


heing entefed for the Children’ 
Festival, which ts run concur 
rently. 

Mr. Parker is again expected to 


represent the British scientific and 

documentary entries at the Fest 

val 

Electrical Dev 

tion have com 
Park Studio 


tbout wate: 


THe Bririse 
lopment Associa 
missioned Merton 
Lid film 
heating 


to make a 


CAMERA 
a filmstr 


1 ALKS h ive « omplete d 
p for Lohnson & Johnson 
(Great Britain) Ltd on The 
Correct Method of |. Nappie 
Changing.” 
Focat Press have been doing 
valiant work with an “How to do 
it” series of books for the amateur 


6 days’ showing and a maximum 
of 21 davs, and the total length 
of the whole campaign will be 
eight months. 

This advertising trailer ts 


Remington Rand's first essay into 
films 

Its total 
whirr of 


would 


excitement 


cos cause a 


amongst al 


commodity advertisers. many ol 
whom are sure to follow suit tn 
the future 


To all. who must content them 


selves with being imitators, it 1s 


perhaps worth pointing out that 
even this campaign is not the 
perfect tie-up. For, nowhere tn 
the film “Happy Go I 


David Niven apply 
to his chin 


Shaver 


Writes... 


film maker. John Hallas and Bob 
Privett have now contribule {How 
which contains 
that many an 
use this 


to Cartoon (68.) 

much information 

idvertiser intending to 

type of film will find useful 
¥ * * 


List of Films for Training im 


Industry is the first compiatior 

as yet incomplete from the 
Scientific F Association’s file of 
catalogues of . film) distributors 


Consisting of 41. spirex-bound 
duplicated foolscap sheets, It was 
produced rather hurriedly for the 
ecent conference on The Film fo 
lraining in Indust: It is, no 
the less. a useful reference cata 
ind the number of films 
listed seems to prove conclus vely 
the effectiveness of the film for 
this type of training 


ogue, 


Tue PerroteumM Firms Bureau 
(London) has commemorated the 


Festival of Britain by flipping 
sack the pages of the history 
ook in a film entitled “Forward 


i Century.” 
It will be available in 16 mm 
ind 35 mm. from mid-July 
y 4 . 


Now NEARING completion is 4 


2-reeler in monochrome for the 
Bowater Paper Corporation Ltd 
This is a festival film. produced 
by World Wide Pictures. whose 
film “David” drew high pratse 

ym the film critics at the South 
Bank Telecinema 

The same studio ts also prepart 
ng for the Unilever interests. a 
4-reel film with the working title 
Story of Margarine.” Some of 
he sequences are to be shot 
Holland. James Carr is produc 
iag and Pau! Dickson directing 

¥ ¥ % 

Taree NEw clients for Regen 
Films «Ltd. overseas advertising 
service are B.O.AA Aspro, and 
Biro 

* . . 

DonaLD ALEXANDER, Who pro 
duces the cnemagazine “Mining 
Review” for the National Coa 
Board, has been appointed films 
idviser to that organisation 


* * 
G. B. Katee Lid. have amalga 
mated the home and export sec 
tions dealing with film equipment 
A. Challinor is now in charge 
the combined department 


Wife as a a 


|| MUST GO/ON 


sal Hower, * 


chy 
Ne 


S 
\@Y —so mMusT YOUR 
ADVERTISING. To the 

vast mass of British people 
who are at present serving 
abroad in Germany, Austria, 
N. Africa, Middle East, Malaya, 
Singapore, Hong-Kong etc. Well 
paid men and women who are 
out of touch with the main 
impact of normal advertising 
campaigns, yet having unequalled 
shopping facilities through NAAFI 
shops, and stores selling British 
goods. SELL to them through 
the Cinema Screens— 


THE ONLY WAY 1 TT 4 
CONSULT Vii t 


Wardour Street, London, W Oe 


NEW 
IN Ul y MODELS give 


PE RI i ‘TI ( IN in design and 


performance 


ala 


'REROGRAPH 


LOWER 
PRICE 


TYPE ns& 
AIRBRUSH 


TYPE NSE 
AIRBRUSH 


——__ 


Known the world over as 


——wa 


Ask your deater for full details or write to» 


THE AEROGRAPH CO LTD. 


LONDON, S.E.26.4W0 47 a/PMINGHAM BRISTOL - GLASGOW - MANCHESTER 


Lower SYDENHAM, 
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‘6 This is what we call well covered ” 


South Wales is rich in agriculture and industries. There are National Solus Sites in 
every town of importance in this area, standing out on positions carefully chosen to give 
your advertisements the best possible showing. Wherever people and prosperity are con- 
centrated in England and South Wales you will find National Solus Sites in the public eye. 


Chariton Kings 

Mantygle Blaenavon 

Tredegar Ebbw Vale GLOUCESTER 
M 


NATIONAL SOLUS SITES LIMITED 


DIRECTORS: T. A. ALLAM (Managing Director), 8. E. CARTER, P. W. FELTON. 
$6/60 STRAND, LONDON, W.C.2 Tel: TRAFALGAR 4922-3-4 
Members of the Solus Outdoor Advertising A i Led. 


a RY OEE ETE 8 Hite re ina RATES, 


NEE SE No sales campaign is complete which fails to take into account the 
ical eaeanaaesee consumer capacity of South Wales. No South Wales campaign is com- 
SC NNR BY plete which does not include the ten weekly newspapers comprising 


THE MERTHYR EXPRESS & 
PONTYPRIDD & RHONDDA SERIES 


The “Welcome Week-End Visitors” in over 64,000 Homes (Certified Net Sales) 


MERTHYR EXPRESS - ABERDARE & MOUNTAIN ASH EXPRESS - RHYMNEY VALLEY 
* & MERTHYR EXPRESS - WEST MON. & MERTHYR EXPRESS - PONTYPRIDD OBSERVER * 
LLANTRISANT OBSERVER - RHONDDA LEADER - RHONDDA FACH LEADER 
PORTH GAZETTE - GLAMORGAN COUNTY TIMES 


For combined Advertisement rates write to Advertisement Manager, 50 Taff Street, Pontypridd, Glam. 


GLEBELAND STREET: MERTHYR TYDFIL Telephone: MERTHYR 195 
50 TAFF STREET - PONTYPRIDD - GLAM. _ Telphone: PONTYPRIDD 2453 
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Industries, farms and holiday resorts 


are in for a good Festival year 


T is not easy to separate 
Wales from England in the 
advertising and marketing 
picture. True, the Welsh people 
have their own language—but 
there are few of them (only 
about 24 million) and there are 


I—POPULATION (MID _1950) 


By our MARKETING CORRESPONDENT 


South Wales with its mining and other industries, Central Wales and the border } 

counties, where farming is the chief source of wealth, and North Wales, whose ¢ 

chief source of prosperity is centred on coastal resorts, are covered in this survey j 
which contains an exclusive readership breakdown for the area. 


no land or sea barriers to cut 
them off from England. 


North Wales is closely linked 
with Lancashire and Cheshire, 
and the central rural area extends 
from the Irish Sea right over to 
the Eastern boundaries of Here- 
ford and Shropshire. 


It is only the industrial area in 


review, covering Wales and the 
border counties of Hereford and 
Shropshire, we shall maintain this 
division and shall also consider 
North Wales separately. Table I 
therefore, gives the populations 
(estimated at mid 1950) of the 
Welsh and English counties under 
three main headings. 


South Wales, separated from 
North Wales England by the Bristol Channel P, 
one tana and bounded on the north by the The Pattern 
Dena lees sparsely populated uplands of Of Work 
145,080 Brecknock, which can be regarded ; 
Total 488,650 as a distinct marksting area. There is, of course, a good deal 
South Wales About two-thirds of the total of statistical material that relates 
Breckn 56,426 population and most of the in- to Wales as a whole and although 
Carmarthen 171,730 dustrial capacity of the Princi- it may be necessary to consider 
en enor —-~Pality are to be found here. South Wales separately, it is 
Total --. 1,859,886 Although Wales is treated as —— worthwhile - — 
one region by the Ministry of Some figures as a general Dack- 
Comural Wales and Border: =. 493 ~+~—« Labour and the 1951 census will ground to a more detailed exam- 
Merioneth .. pe ve 40,543 use the Registrar General's ination, For instance, the pattern 
Mon gomery ae m pay standard regions throughout, the of work in Wales, illustrated in 
Raine SS S404 «= older division into Wales I and table II, represents a_ more 
Hereford <.. 127,010 Wales Ii still has its merits. In detailed breakdown of the 
Shropshire ere =the «1931 census and in The regional totals published in the 
> Home Market, Wales I, consist- Ministry of Labour Gazette, 
Total Wales ... 2,599,200 ing of Brecknock, Carmarthen, — oes eee 
Border > Glamorgan and Monmouth, was n studying these, it 
=. 3,014,920 clearly separated from the borne in mind that the whole of 
remainder of the country. In this the coal mining, with the excep- 
III—POPULATION BY TOWN SIZE 
| Towns of Less than 
j Total 45,000 and over | 45,000~15,000 15,000 Rural 
| % % % % 
. 37 633,790 | 34 155,071 384,525 | 21 
Srorth Wales "tannio E a tei) 88,140 | 18 152.040 | 31 bet 51 
Central Wales and Border 45,820 | 7 47,490 | 7 203,084 | 30 369, 


tion of the pits around Wrexham, ~ 
and almost all the metal trades, : 
are concentrated in Monmouth ” 

and Glamorgan. Mining, quarry- ~ 
ing and metal working together ~ 
account for almost a quarter of © 

the working population in Wales ~ 


and practically half of the pro- ' 


ductive capacity of the country. 
When we deal with North 
Wales, it will be seen that 
although there is a _ certain : 
amount of = indu.trial activity ” 
here, its chief importance is as — 
a holiday resort and tourist centre } 
for Great Britain as a whole and — 
the north west in particular. 
Central Wales and the border 
counties, as agricultural] statistics 
show, rely for their prosperity 
mostly on livestock, for here 
there are something like 20 per 
cent of the country’s sheep and 
10 per cent of the country’s cattle. 
The employment figures given 
for Wales represent, of course, 
the number of persons registered 
for employment. The latest un- 
empl. yment figures indicate that 
approxmmately 3-2 per cent were 
unemployed at February 12, 
1951, which is more than twice 
the average of 1-5 per cent for 
England and Wales as a whole. 
However, as the Council for 
Wales and Monmouth observed, 
rather more than a quarter of the 
21,800 unemployed were over 40 
years old and had been out of 
work for twelve months or more. 
The high unemployment figure 
for Wales is, it seems, more a 


Se a ‘ ee 4 ; ae 
oe y aha eS ATG AT = 
; = Re 
thd Fe = ADVERTISER'S WEEKLY 4 
a ; i ace hes kA elim, Re a MMS ae a eS ae <i 
arket Survey of 
a ee a 
| an ) g : | 3 ’ 
; cea | i yy ; 
eee yee Oo ae : Beet es . a 
— 
x 
Li, 
ee q - 

- 

5 P . 
ee q 
Pr 
. ae 
a | . 

a 

‘ ee 
+ Oe a EE ae ES , 


ADVERTISER'S WEEKLY 


FREE PRESS 
of MONMOUTHSHIRE 


93rd Year of 
Publication 


Covers Growing Industrial 
and Rich Agricultural Areas 


A.B.C. Certified Sale 
over 16,000 Weekly 


Head Office : 
FREE PRESS OFFICE - PONTYPOOL. - 


London Office : 
E. J. WILLS - 118 FLEET ST. - Phone CEN. 2715 4571 


Phone 10 


TO COVER AGRICULTURAL AND 
INDUSTRIAL WALES 


“FLEET ST.EC4 
CEN 2715/4571 


me the greatest coal exporting port in the world 

big ou import centres 
s also the home of a £5 million PLASTICS INDUSTRY 
! of HEAVY MACHINERY MANUFACTURE 

* GLOVE and GARMENT MAKING 


WATCH BARRY. The Town with a Future and use the 


BARRY HERALD 


PUBLICATION 


» 2 


ccoming one ot the 


as well 


General trade 


BARRY HERALD LTD., 31 


advertisement rate 4s, s.c. inch. 


HOLTON ROAD, BARRY, GLAMORGAN 


Junr 14, 1951 


WALES AND THE BORDER COUNTIES 


legacy from the past than an indi- 
cation of the present economic 
situation. 

Both South Wales 
Wrexham district are 
as development areas and since 
the war about 28 _ industrial 
estates or group sites have been 
established here. Existing basic 
industries are being expanded—as 
witness the very considerable 
development of steel processing 
plant in South Wales. New light 
industries are also being estab- 
lished and, in addition to this 
strictly industrial attack on un- 
employment, there is an attempt 
to improve the amenities of the 


and the 
scheduled 


| area by schemes of public works. 


Communications 
Will Be Improved 


Little can be done in this field 
at the present time and such 
plans as those for the Severn 
road bridge must be held in 
abeyance until the time is more 
ripe for capital expenditure. 

In fact, the improvement of 


| ° ° : 
; communications is one of the 


most important aspects of these 
public works for South Wales, 
for this part of the world suffers 
not only from its isolation from 
England, but also because the 
geographical structure of the 
area renders east/west communi- 
cations between the valleys diffi- 
cult. Even though much more 
needs to be done, the results of 
the development area policy can 
be seen in the following figures: 


Unemployment 
1937 | 1945 | 1947 | 1949 


South Wales 21 11% | 7° 44 


NORTH WALES 


The 1.859.886 people who live 
in the four counties of South 
Wales are mostly town dwellers, 
for 71 per cent of them live in 


the bigger urban areas and over 
a third are concentrated in the 
five large towns (table HI). 

According to The Home 
Market, the households of South 
Wales are divided approximately 
as follows: 


Income Grade 


AB (£650 a year or more) | 4°5 
C (£400-£650 a year)... | 95) 
DE (Less than £400ayear) 86:0 430,000 


That this is a less prosperous 
area than some, is borne out, not 
only by the income grade distri- 
bution shown above, but also by 
the Income Levels Index figures 
for the chief towns. All the large 
towns in Wales are situated in the 
County of Glamorgan, except for 
Newport and in table IV _ the 
populations and Index figures for 
each are given. The average for 
the five towns, whose combined 
population amounts to some 38 
per cent of the total for South 
Wales. is about 97. 

This compact and _ sizeable 
market of about half a million 
families has its own flourishing 
morning and evening Press. One 
morning paper with a circulation 
of about 88,000 and three evening 
papers whose combined circula- 
tions are roughly 290,000, are sup- 
ported in South Wales by 49 local 
weekly newspapers. It is interest- 
ing to note that out of these 
weeklies only one is published in 
Welsh, whereas in the central and 
northern parts of Wales there 
are nine. 


NORTH AND 
CENTRAL WALES 


Although North 
Wales are grouped together. as 
Wales Il. it is better to regard 
the north coast of Wales as a 
separate entity. The four coun- 
ties that make up North Wales— 
Flint, Denbigh, Caernarvon and 
Anglesey—together have a resi- 
dent population of just under 


and Central 


IL-PATTERN OF WORK 


Industry 


Total 
number of 


Workers 


=) 


Agriculture, forestry, fishing 
Mining and quarrying 


Treatment of non-metalliferous mining products other than coal 


Chemicals and allied trades 
Metal manufacture 


Engineering, shipbuilding and electrical goods 


Vehicles 

Metal goods not elsewhere specified 
Precision instruments, jewellery, etc 
Textiles 

Leather, leather goods and fur 
Clothing 

Food, drink and tobacco 
Manufactures of wood and cork 
Paper and printing 

Other manufacturing industries 
Building and contracting 

Gas, electricity and water 
Transport and communication 
Distributive trades .. 

Insurance, banking and finance 
Public administration and defence 
Professional services 

Miscellaneous services 
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half a million. From table Ill 
it will be seen that about half 
the people in North Wales are 
living in rural districts, nearly a 
third in small towns and only 18 
per cent in towns whose popula- 
tions exceed 15,000. There are 
four of these: 


Rhyl 18,730 
Llandudno 16,410 
Coiwyn Bay 22,530 
Wrexham 30,470 


Three are seaside resorts and 
in fact, the seaside towns around 
the North Wales coast account 
for rather more than a quarter of 
the total population of the four 
counties. The resident popula- 
tion of these towns and villages 
is increased very considerably by 
the regular flow of holiday 
makers, chiefly from the adjacent 
towns and industrial areas of the 
north west. Figures given in a 
recent survey of the Greater 
Manchester area seem to indicate 
that probably as many as 25 per 
cent of the holiday makers of 
Greater Manchester come to 
North Wales. No doubt if figures 
were available for Merseyside we 


should find an even greater per- 
centage. 

This close contact with the 
north west is strengthened by the 
penetration of the Liverpool 
Press into North Wales. No daily 
papers are published either in 
North or Central Wales and the 
absence of a local daily news- 
paper means that both residents 
and visitors to North Wales must 
rely upon the national dailies and 
Sundays and the Liverpool 
papers. Weekly newspapers, of 
course, are well represented in 
this part of the world. There are 
41: 14 in Denbigh, 16 in Caer- 
narvon, eight in Flint and three in 


Anglesey. Six are printed in 
Welsh. 
Mostly 

Countrymen 


Central Wales and the border 
counties of Hereford and Shrop- 
shire contain 666,384 inhabitants, 
most of whom are country 
dwellers (table III). The only 

(Continued on page 506) 


RECLAIMING LAND AT 
THE DOCKS 


Increased trade will certainly pass through Queen’s 
Dock, Swansea, when land reclamation now in progress 


is completed. 


These South Wales Evening Post pictures 


indicate the extent of the work going on. 
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Readership: 
Wales weeklies strongest 
—Hulton figures show 


‘Advertiser’s Weekly’ Exclusive 


We have been given the oppor- 
tunity, through the courtesy of 
Hulton Research, of carrying out 
a further analysis of some of the 
material which has been 
lished in the Hulton Readership 
Survey of 1950. 

In that publication Wales and 
the South West of England were 
treated as a whole and data 
relating to newspaper readership 
were provided for this area. A 
further analysis has now been 
made and some of the material 
relating to Wales has been separ- 


of weekly newspapers is the 
highest recorded. 

This situation is typical of a 
congested and industrial area 
taken in association with sparsely 
populated rural districts. In fact, 
the kind of pattern that we find 
for Wales resembles very closely 
that of Scotland. Magazine 
readership too, is slightly higher 
than the national average, more 
particularly in the field of 
women’s magazines. 


ated from the remainder. We 
are, therefore, able to publish for 
the first time, the general reader- 
ship nattern for Wales (see table 
below). 


Mornings And 
Weeklies Strong 


It will be observed that morn- 
ing mewspapers are read to a 
slightly greater degree than in 
Great Britain as a whole, while 
Sunday paper readership is, if 
anything, a little lower. So far 
as evening papers are concerned, 
the readership figure is lower in 
Wales than in any other part of 


N. WALES HOLIDAY 
INQUIRIES UP 112°. 


Indications are that North 
Wales is more popular than 
ever for holidays this year. 
Inquiries for Holiday Guides to 
date from current advertising 
for the North Wales Resorts 
Association are 112°, more 
than the total for 1950 and 
49°, more than the previous 
peak year, 1949. The campaign, 
handled by Good Publicity Ltd., 
of Colwyn Bay, is sponsored by 
28 of the leading North Wales 
holiday resorts. 


the country, while the readership 


V—READING HABITS 


Estimated population aged 16 and over 
Percentage of population 
eading 
No morning pay iia ~_ = 8 
Total reading any morning paper ons ‘ vee 91 
No Sunday paper - . 8 
Total reading any Sunday paper a 5 o1 
No evening paper ee es 49 
Total reading <4 ‘ening Paper 
No weekly pape: 
Total reading ~di weekly paper 
No general weekly magazine ie 
Total reading any weekly magazine ... 
No general monthly magazine me 
Total reading any monthly magazine - - 


&: 


S & 
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Estimated female population aged 16 and over ... 
Percentage of women 
Reading: 
No women's weekly magazine we as : Be 
Total reading any women’s weekly... poe : ° , 6 
. 
4 


No women's monthly magazine : 
Total reading any women's monthly ... 


Pick of the Papers in West Wales 
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THE WEEKLY NEWS 
(NARBERTH) 
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| 
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Combined rate and one block. 
| 


E. J. WILLS, 118 Fleet Street, E.C.4 CENtral 2715 & 457! 


goth 
Swale _ 
voice 


The Home paper for the 
thickly populated Industrial 
area of West Glamorgan with 
its Anthracite Coalfields, Tin- 
plate and Steel Works, Clock 
Factories, etc. 

It also covers a rich Agricul- 
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West Wales 
Observer 
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of prosperity. 
‘There is fresh spending powe 
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Printing industry for ver 20 years 
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L So 
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Prosperous, post-war Wales 
well worth a concentrated cam. 
paign if you plan it wi 
specialists on the spot who 
know, from intimate contacts, 
the most profitable methods, 
media and copy themes for this 
most ‘‘ foreign "’ territory with- 
in the British Isles. For your 
Welsh campaign, consult 


GOOD 
PUBLICITY LTD 


ARNOLD E. JONES, Managing Director 


25 Princes Drive 
COLWYN BAY 


TEL 2889 
and in association with McConnell’s at 
ST. STEPHEN'S HOUSE, WERE, sw.t 


Hi 508! 
—* 


British Agencies are invited to 
co-operate with us on the Welsh 
aspects of their campaigns 


Holiday catering 


| a $05 c ADVERTISER'S WEEKLY i 

a 

| | Weknow & 

and the @ 

| “ 

33 need 

: 

. talk & 

| | ae : 

ae = 
a —— 

ee i 

; Wales | t 

| | ; 

! 

—————— : 

| a | | 

_ #4 ae ——— 

| 5 
es (|| a 

\f— 3 

e., i = ‘ er ¥ “ 


ADVERTISER'S WEEKLY 


WALES 


FOUNDED 
1860 


The 
CAMBRIAN NEWS 


The Popular Family Weekly for nearly 
a century covering important agricul- 
tural and industrial areas of 
CARDIGAN + MERIONETH 


CAERNARVON +» MONTGOMERY 
and the 


CARDIGAN BAY SEASIDE RESORTS 


HEAD OFFICE : 


Terrace Road, Aberystwyth 


LONDON OFFICE : 
E. J. Wills 
118 Fleet Street, E.C.4 
CENtral 2715/4571 


NORTHERN OFFICE : 
22 Bridge Street 
Manchester, 3 
Blackfriars 6182 


Phone 332/3 


The WEEKLY PAPER 
for Monmouthshire, South 
Herefordshire and the 


Head Office : 


MONMOUTHSHIRE BEACON 


ESTABLISHED 


1837 


Forest of Dean, 
on Thursday 
Price 2d. 


Published 


afternoon. 


Local Advertisers Know Its Pulling Power 
/ 
PRIORY STREET, MONMOUTH Proprietor D. LEWIS, J.P. 
Phone: 12 


London Office : 
E. J. WILLS, 118 FLEET STREET, E.C.4. Phone: CENetral 2715/4571! 


Unrivalled in the 
Two Counties 


BRECON and 
RADNOR EXPRESS 


LY 
8, FLEET 
CEN 271! 


T&Cs 
4571 


WILL KITCHEN JR LID NEWSPAPER AMD 


‘Giants? 


- you will ae our new illustrated 
a giant photographic 


—_ A 
qurorvee: «<< course 


ro, 


506 


June 14, 1951 


WALES AND THE BORDER COUNTIES 


Industries, farms and holiday 
resorts are prospering 


Continued from page 504 


large towns in the central area of 
Wales itself are Aberystwyth 
(population 10,900), Pembroke 
(population 12,050) and Milford 
Haven (population 11,110). Even 
with the addition of Shrewsbury, 
with a population of 45,820 and 
Hereford, with another 32,000, 
the country dwellers and those 
who live in small towns, together 
make up 86 per cent of the 
whole. 


Dailies Come In 
From The Midlands 


Here again, as might be 
expected, there are no local daily 
papers and one must assume that 
even the inhabitants of such size- 
able towns and _ industrialised 
areas as Shrewsbury, Wellington 
and Hereford, have to rely, apart 
from the nationals, on the daily 
papers published in Stoke. parts 
of the Birmingham conurbation, 
Worcester and Gloucester. 
Weekly papers are, of course, 
rather more important in the 
country areas and there are, in 
Hereford and Shropshire, seven 
and ten respectively. To these 
must be added the 20 Welsh 
weeklies which circulate in the 
six central counties, three of 
which are printed in Welsh. 

The cinema and the poster are 
two media which have one thing 
in common. Unlike the Press. 
which either goes to the home or 
can be taken there and studied 
at leisure, the poster and the film 


IV—MAJOR TOWNS 


Cardiff.. 
Swansea 
Rhondda 


Newport é 
Merthyr Tydfyl 
Shrewsbury ... 


are dependent upon journeys to 
work, to a shopping centre or to 
the cinema itself. The economic 
use of these media in a given area 
depends therefore, on a study of 
the focal points of the marketing 
areas that they serve. Normally 
both the cinema and poster cam- 
paigns are based on a division of 
the market by town size. 


The Poster 
Audience 


In the area covered by 
review for example, 


this 
the towns 


| with a population of 45,000 or 


- are six in number and have 

combined population of 
332 320. However, it seems that 
these important centres in fact 


serve a population which is cer- 
tainly not less than 879,800. In 
other words, the placing of adver- 
tising material, be it posters or 
films, in these six towns should 
provide a cover of about 29 per 
cent of the total population of 
Wales and the two border 
counties. 

By widening the scope of the 
campaign to include all towns 
whose populations exceed 15,000 
—there are twenty-six of these in 
our area—the cover can be ex- 
tended not only to the 769,420 
people who actually live in these 
towns, but also to an additional 
260,000. This means that just 
about two-thirds of the popula- 
tion of Wales and the two border 
counties can be covered by con- 
centrating on the 32 large and 
medium size towns in the area. 

There are 61 cinemas which 
take advertising in the six largest 
towns and another 116 in the 26 
medium sized towns. Adequate 
cinema advertising in these 32 
towns will therefore reach about 
two-thirds of the cinema goers 
who themselves represent about 
80 per cent of the adult popula- 
tion. The cover therefore, of a 
cinema campaign in these towns 
would be approximately 54 per 
cent of the total adult population. 


END OF SURVEY 
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¥& Latest A.B.C. figures show that Advertiser's 
Weekly has the largest weekly net sale in the 
Advertising and Publicity fields. 
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% Only three weeks hence, Advertiser’s Weekly an THIS FOLDER 
will publish the first of a series of vitally import- st e NOW! 
ant I.A.C. souvenir issues. Each will provide the ; 

most comprehensive wotd-and-picture coverage Sar : 

of every event|in the memorable Conference a YOUR advertisements in this 
programme—business and social. An expanded 4 series of special LA.C. issues 
editorial staff and enthusiastic co-operation by i will be seen by practically every 
the Advertiser’s Weekly printer will make it eS important figure in Advertising 
possible for the whole country to have HOT we of this and many other free 
NEWS of the Conference—in this unique Yeast nations . . . 

series of special issues, between 5th - 19th July. a 


Advertiser’s Telephone or write for full 
Weekly details and explanatory folder 


NOW 
The Organ of British Advertising 


Space is being booked FAST. . . 
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YORKSHIRE 
BUYS 2¢cAU$E 


. most of the 225,000 people living in 
York and Malton, and the Ridings round 
about this cultivated area, are regularly 
employed in agriculture and ancillary pur- 
suits including the breeding of thoroughbred 
horses. Also in the area, there are many 
specialised industries; confectionery and 
cocoa manufacturing, railway engineering, 
beet sugar refining, brewing, milling and 
glider manufacturing. These industries are 
_ employing specialists and highly qualified 


y= ay, craftsmen who are drawing big wage- 
a me i. 8, Packets and represent a growing potential 
> market for your products. 


If you want to sell your goods to this prosperous area 


Advertise in 


_ THE YORKSHIRE GAZETTE 


NET SALE 11,619 ABC 


4, ERNEST LUMSDON: London Advertisement Director 


; WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LTD. 


g 167-170 FLEET STREET, LONDON, E.¢ : TEL: CENTRAL 3265 
‘ Leeds Office: Russell Chambers, Merrion St., Leeds 2. Leeds 24998 | 
Manchester Office: Midland Bank House, 26, Cross St., Manchester 2. Blackfriars 3930 


COMMERCIAL apie PRINTING SERVICE 


Offer the complete 
Varityping Service 


Setting for Photo Litho. 

Direct Plate Setting for Multilith and Rotaprint users. 
Lithographic Duplicating. 

Photo Litho Printing. 


Equipped to execute all stages of | prepared to undertake any phase 
Varityper, Lithographic Printing | of the process for firms with their 
and Duplicating, we are, however, | own equipment. 


| 


SOB 


PACKAGING PARADE 


Bright And 


HE wrapper for Crosfield’s 
new toilet soap, Breeze, was 
designed by Raymond Loewy 
Associates. 
The advertising 
stresses the soap’s * 


campaign 
country fresh” 


effect and because of this ap- 
proach to the consumer, the 
wrapper illustrates this theme 
with a blue sky and soft green 
foliage. The word “Breeze” is 
in cerise. 

The display piece, in the form 


of a Sussex trug carrying a heap 
of tablets, reinforces the country 
atmosphere. 


. 
Streamlined 

Striking example of how some 
packs, well established in the pub- 
lic’s favour, can be improved 
without loss of goodwill is this 
streamlined bottle for Propert’s 
Spirit White. 

Smoother opening and an easier 
hand grip have been achieved. 

The old red and yellow label 
has been replaced by one in blue 
and white with bold black letter- 
ing. The cap, formerly metal, is 
now plastic. 


3 RATHBONE ST., W.It MAUS. 0653, 4103 


DERBYSHIRE TIMES 
SERIES 
over 105,000 copies 
per issue comprises 


The Derbyshire Times (82,578 A.B.C. cert.), the Belper 
News, the Hucknall Dispatch, the Buxton Advertiser 
and Herald, the High Peak News. 


Head Office: CHESTERFIELD 
London Office: 231/2 Strand, W.C.2 
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British Alkaloids 
troduced a new 


Ltd. 


have 


Colours are 


4 
- 


in 
shaving cream 
This is the pack designed for it. 
maroon and cream. 


14, 1951 


JUNE 


TURNABOUT 


The tin shortage has made life 
very difficult for, among many 
others, the producers of tinned 
soup. Maconochies were already 
working on a concentrated pro- 
duct when the problem became 
acute a few months ago. This 
tin, containing concentrate to 


make as much soup as a normal 
16 oz. tin, enables Maconochies 
to make considerable saving in 
tin-plate. The packaging style of 
the range has been preserved by 
merely reversing the  colour- 
scheme and _— substituting a 
diamond for a circle. 
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78,6 


- and till rising 


ADVERTISER'S WEEKLY 
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“ Jugantar ” is now undoubtedly 
the foremost newspaper of 


the vast Bengali-speaking com- 


munity in India. It circulates 


throughout the Calcutta area— 


the East’s greatest trading and in- 


dustrial centre—and covers West 


Bengal, East Pakistan, Assam, 


Bihar and Orissa. With its rising 


circulation and economical rate 


per s.c.i. per thousand readers, 


“ Jugantar” is your soundest 


, and most effective introduction 


YY —y~ 
JULY-DEC. 1949 JAN-JUNE 1950 


yy 
JULY-DEC, 1950 


ugantar 


Member A.B.C. (india) 


to this key market. 


Free specimen copy and all details from 


LONDON OFFICE MANAGER T. PARAMESHWAR, 
28. STREET, STRAND, W.C.2. 
TEL. - TEM 5873 


When you need— 
DISPLAY UNITS 

SALES AIDS 
Peale OR DISPENSERS 


Phone 
BARNET 3222 


Let us call and 


work out with 4 | 
you the practi- | | 
cal side of your J | 


problem as we 
have done for 


many famous | | 


firms. You will 


appreciate the 


quality of our 


work and the 
economy with | | 


which it can be 
produced. 


FOUNTAIN PEN 


! 
DISPENSER CASE § | 


ted top 


panel. Removable | | 


Tray for easy demon- 


by Morey 


=MORERY ener em 


elephone: BARNET 3222 


TT 
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LONDON WALL 9594 


he 


A NEW NUMBER FOR A NEW SERVICE 


TYPESETTING 
ELECTROTYPING 
STEREOTYPING 
PROCESS ENGRAVING 


VERULAM CRAFTS LTD 
7-8 Great ay Street, London 


NOTE THE NAME AND NUMBER 
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“Lookin’ arter tew ‘underd 
milkers don’t leave me much 
toime ter read the paapers o” 
week days,—'zept praps ter zee 


the price o° feed stuffs an’ that. 


“Week-ends, 


different taale. 


now, that’s a 


“And, mind yew, teddn’ the 
Yewnited Neashuns nor Vormosa 
I do want to read abeout—'tes 
what's bin ‘appenin’ yur in 
Zummerzet, where I do live. 

“That's whoi the virst paaper I 


looks at is 


Gurdiun—" 


Zummerzet 


% they reach the prosperous West 
countryman at week-ends when 
he has time to read them. 


GROUP RATE: 12s. 6d. per inch. 
Further information from: 

The Advertisement Manager, 134 Fleet 
Street, London, E.C.4. Tel: Central 2767. 


Another job 
well done... 


Now on show throughout 
the country. this Coconut 
Square display was designed 
printed and constructed en- 
tirely within our organisation 
for Bonds of Bristol 


/, 
détor 
ADVERTISING 


*& DESIGN: DISPLAY 
SCREEN PRINTING 


46 BROADMEAD BRISTOL! 
* tel. BRISTOL 26817-20460 
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‘Salesmen Must Get Back To 
Reality,’ 1.S.M.A Branch Told 


| A plea for the salesman to get 
| back, to reality as opposed to 
| present day theorising was made 
by J. B. Barker, joint managing 
director and sales director of the 

International Correspondence 
| Schools Ltd., when he was in- 

stalled as this year’s chairman of 

the London branch of the Incor- 
| porated Sales Managers Associa- 
tion. 

“If we had more effort and 
more competition to-day,” he 
continued, “we would also have 

| more success and, I think, a 
greater measure of both happi- 
ness and material prosperity. 

“We hear a lot to-day of the 
technique of selling and the prac- 
tice of sales management as if it 
were something new.” 

They had been living for some 
time in a world of theory—pre- 
paring for the bright new world 
that was always just round the 
corner. 

“I have an idea.” Mr. Barker 
declared, “that the theories of 
to-day will not be practical in the 
world of to-morrow. My case is 
that when we round that corner 
we shall find ourselves more or 
less in the world of reality that 
we left behind with our bowler 
hats in 1939.” 

He hoped that in the coming 
year they would continue to 
uphold the traditions of the 
Association. 

At the annual meeting which 
preceded the luncheon Ralph 
Collis (Kenrick & Jefferson Ltd.) 
was elected vice-chairman and 


| L. G. Adams (Alley Trailers Ltd.), 


W. E. Grist (Singer Sewing 
Machine Co., Ltd.), Cyril Hudson 
(Platers and Stampers Ltd.), W. J. 
King (Bovril Ltd.), C. C. Knights 
(Marshall Hardy Ltd.), Julian 
Rose (Odhams Press Ltd.), and R. 
Tarrant (McDougalls Ltd.) were 
appointed to the executive com- 
mittee. Other officers re-elected. 


AFTER* BUSINESS 
HOURS 


The Lyrie Revue 


(The Lyric, Hammersmith) 

A galaxy of talent is on show 
in the latest Company of Four 
Production at the Lyric, Hammer- 
smith—The Lyric Revue. 
Whether its burlesquing opera, 
presenting Cinderella as written 
by Freud, warbling some pretty 
catchy tunes or “thumbing their 
noses” at the Festival of Britain, 
the cast present a show that is 
uniformly witty and intimate.. 

Big names are absent but 
George Benson explaining the 
intricacies of French cooking, 
| Dora Bryan playing an eight- 

year-old Gloria Swanson, and 

Joan Heal and Graham Payn as 

reject figures from an oriental 

willow pattern plate, represent 
| something far more important— 
| originality, youthful gaiety, and 
. a spirit of bonhomie.—P.J.E. 


Testing Reaction Of 
The Consumer 


Market research should be used 
more extensively to find out the 
views and complaints of con- 
sumers of the products and ser- 
vices of nationalised industries, 
suggested Mr. John Rodgers, 
M.P., in an address to the Market 
Research Society. 

Mr. Rodgers, who is a director 
of the J. Walter Thompson Co., 
said one of the unsolved prob- 
lems of these industries was to 
give the consumer an effective 
voice. The Consumer Councils, 
as constituted, were unsatisfactory 
—their voice was but a feeble 
bleat. They should be more 
representative, and independent 
of their respective boards in 
finance and status. 


‘Pay More For 
Waste Paper’ 


The Government should offer 
to pay the public and industry 
much higher prices for paper 
salvage. 

This suggestion, from a Scot- 
tish firm, is one of many quoted 
in a survey conducted by Aims of 
Industry into the effect of the raw 
materials shortage on a represen- 
tative cross-section of British 
industry. 

The report shows that the paper 
trade is among the worst hit by 
current shortages. 

Printers and manufacturers of 
paper, plasterboard, and _ fibre- 
board were among those who out- 
lined the growing famine in pulp 
and waste paper. 

Among suggestions and com- 
ments from various firms were: 

In addition to a renewed 
national campaign to save waste 
paper, home and imported pulp 
supplies should be increased 
regardless of cost; 

The huge demands of Govern- 
ment offices for paper forms, and 
paper import restrictions, are 
blamed for the shortage; 

“A large proportion” of British 
fine-quality glass is now being 
ruined in transit to overseas 
buyers because of insufficient thin 
paper for protective packing. 


Silver Sheep 
Trophy 

F. J. Lyons, managing director 
of F. J. Lyons Ltd., public rela- 
tions firm, has toured the Outer 
Hebrides in connection with a 
Festival competition organised by 
the Harris Tweed Association to 
encourage tweed design. 

Judges included Eain G. 
Ogilvie, director of publicity, the 
International Wool Secretariat, 
and the chief prize-winner re- 
ceived a trophy in the form of a 
silver sheep presented by Dorland 
Advertising Ltd. 
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Bay it 


LEICESTER 
MERLURY 


LONDON. C.P.R.CRANE 44 FLEET ST. £.C.4,TEL.CEN6820 


<= a — ae 


in Dutch means 95 


95°, of the 170,000 readers of 


de Volkskrant 


(the largest Dutch morning paper) 


are by long term subscription® thus guaranteeing adver- 
tisers readership continuity and confidence. 


#95°° of the circulation is delivered 
to homes every morning before break- 
fast; 5% sold on the streets and at 
the stations. 


Representotives for the United Kingdom: Will Kitchen Jr., 
131 Fleet Street, London, E.C.4.  Tel.: CEN 1960, 3133, 3754. 


ADVERTISER'S WEEKLY 


j 4 
coteman 


OR well over a century this 

leading national newspaper has 
held the confidence of men and 
women of influence throughout 
Scotland. Advertisers whose pro- 
ducts and services are directed to 
the higher class markets should 
certainly include THE SCOTSMAN 


in their appropriations. 


" 
SCOTLAND’S NATIONAL NEWSPAPER f 
; 

North Bridge 63, Fleet Street ; 
EDINBURGH LONDON, E.C.4 


CHITA 


Ready shortly... 


THE GREATLY ENLARGED, COMPLETELY REVISED 


i951 ADVERTISER’S ANNUAL 
—reserve your copy NOW” 


@ The 1951 ANNUAL, with hundreds of new entries—and last year’s en ; 
by the thousand—will soon be ready. As usual, the print order has been — 
limited to the expected demand; but the probability is that, for the ninth © 
consecutive year, no copies will be available by publication day: pre-publica- 
tion orders have already absorbed the major part of the edition .. .and NOW 

is none too early to reserve your copy. 


In nearly 1,000 pages the ANNUAL will bring you all the details you need ~ 
about: British and Empire Publications; Ade vertising Agents; National 
Advertisers; Film and Screen Publicity Specialists; Engravers and Block- 
makers; Class, Trade and Technical Journals; Poster Advertising Contractors: 
Commercial Art Studios; Foreign Publications with London offices; Printers; 
Typefounders; Inkmakers, and all other advertising services and suppliers as 
they operate to-day. 


eae ENR ORRIN)” 


xghininemamaniens ~~ AW2 
Overseas: cash with pea pe oiess 


' 
' Fill in and Post Today ' 
! Business Publications Ltd., 180 Fleet Street, London, E.C.4 ! 
I Please send us immediately on publication . copy/ies of the ! 
J 1951 ADVERTISER'S ANNU JAL, and invoice us after despatch at the | 
' post-free price of 35s. a copy. 1 
1 Address . i 
' ' 
' ‘ 
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INE NEW presidential 

chain of office of the 
British Poster Advertising 
Association was proudly worn 
at their annual conference last 
week by George Mills. It is a 
handsome affair indeed, with a 
lighthouse motif on the medal- 
lions and on the fine enamel 
pendant. 

Well may Mills wear it with 
pride. Firstly he is “Conference 
Year” president (incidentally he 
announced at the annual dinner 
that he had been invited to 
become a vice-president of the 
International Advertising Con- 
ference). Secondly, this is his tenth 
year as B.P.A.A. president. 
Thirdly, it was he who presented 
the chain to the Association. 

In the dance in Brighton's 
Royal Pavilion — that Sino- 
Mooresque architectural hotch- 
potch conjured up by the First 
Gentleman of Europe—he con- 
fided to me that he has been a 
council member of the Associa- 
tion for 30 years and a member 
for about 40. 

He also told me that next year’s 

nue for the conference will be 
Biinburgh. Apparently there is 
Sch a demand for conference 
a@commodation these days that 
if sometimes has to be booked 
up two years ahead! 


€ * * 


, REMARKABLE person is 
iss G. May Kirby, in whose 
me the B.P.A.A. are going to 


ainly 


| Bis ow 


$1? 


P, 


ersonal— 


television set. She 
joined the Association in 1900 
(only nine years after it was 
formed), is still going strong, and 
has no intention of retiring. 

In 1900 Cyril Wright was secre- 
tary; H. H. Mallatratt, present 
secretary, is the fourth under 
whom she served. 

Announcing the proposed pre- 
sentation, George Mills spoke of 
her devotion to her own work, 
especially during the war. Vividly 
she recalls the day when a bomb 
that fell on the summer house in 
Russell Square did a spot of no- 
good to the Association's offices. 
And this was shortly after the 
staff had returned from evacua- 
tion in Mills & Rockleys’ office 
at Cheltenham! 


instal] a 


= * 
CONGRATULATIONS to Sybil 
Mawdesley, advertisement mana- 
ger, British Vogue Export Book, 
on the Concours d'Elegance re- 
cently organised by the journal, 
in collaboration with Rootes 
Ltd., as a feature of the Festival 
of Britain London Fashion Fort- 
night. 

This event, held at the Rootes 
Group Showrooms in Piccadilly, 
was outstandingly successful. A 
large number of overseas buyers 
and their British agents were re- 
ceived by Sir Reginald Rootes 


LONDON .- 


HEAD OFFICE - - MAIDSTONE 
80 FLEET STREET 


and Rosemary Cooper, editor of 
the Export Book, and entertained 
to cocktails before watching a 
glamorous 
display of 
cars, and of 
high quality 
women’s 
wear, _pre- 
sented by 
wholesale 
model 
houses. 
There was a 
delightful 
commentar y 
by Julie 
Mars, of 
Vogue. 
Sybil Mawdesley Miss 
Ma wdesley, 
on whom fell a good deal of the 
hard work involved, says she is 
very well satisfied with the result. 
* a 
OWNER and editor of Exclusive 
London, which must, | should 
think, be the smallest magazine 
in this country (though there are 
100 pages in the current London 
Season issue) is Louise Andrée 
Coury. 

She is also president and 
founder of the Men and Women 
of To-day Club, which meets 
monthly at the Rembrandt Hotel 
to entertain and listen to literary 
and other “lions.” 

At the last meeting of the Club, 
Miss Coury must have been a 
happy woman, for the attendance, 
estimated by its chairman, the 
Marquis of Donegall, at 180, was 
a post-war record. 

The programme had quite an 
advertising flavour, for it included 
an Exclusive London fashion 
show, given by a number of 
well-known advertisers. Speakers, 
also on fashion, were Robert 
Flemyng, the actor, and Leslie 
Kark (brother of Norma), editor 
of Model Casting Directory. 
Leslie Hardern, North Thames 
Gas Board P.R.O., a member of 
the Club, proposed a vote of 
thanks. 

* - * 
LAST Thursday's Belfast Tele- 
graph performed the pleasant 
function of including one of its 
own staff in its Birthday Honours 
announcement. 

He is Victor Salter, its adver- 
tisement manager, who has re 
ceived the O.B.E. Salter is a 
Fellow of the Incorporated 
Society of Advertising Consul- 
tants. 

A 1927 reference book at which 
I was looking, gave his age in 
that year as 45 and mentioned 
that he was one of the founders 
of the (now defunct) Advertising 
Club of Ulster. 

*x 


* a 
ALAN HESS, Austin Motors’ 
P.R.O., just cannot help getting 
into the news—even by accident. 
It was an accident that got him 
on to the Daily Express front 
page. the other day. It also nearly 


got him out of his round-the- 


June 14, 1951 
George Mills presents 
the British Poster 
Advertising Associa- 
tion with a new chain 
—and wears it as 
president for the 
tenth year: How Alan 
Hess doped himself 
on to the front page: 
A birthday coinci- 
dence. 


By CONTACT 


world motoring jaunt for keeps! 

Apparently, while — driving 
through the “steamy oven of an 
Indian night,” he kept dabbing 
his forehead with a “wake-up” 
lotion sold to him by a girl in 
Paris, and wondering at times why 
he was glad to hand over the 
wheel to one of his companions. 

It was not until they stopped 
more than half-way on their 960- 
mile drive from Bombay to 
Allahabad that somebody recog- 
nised by the smell of the lotion 
that it was chloroform! 

a2 - * 

F. MURRAY MILNE, on elec- 
tion to the chairmanship of the 
Publicity Club of London, re- 
marked on a curious coincidence. 

His birthday falls on May 31. 
So does that of his predecessor in 
the chair, W. H. Gollings, and 
that of W. R. Balch, chairman 
in 1946. 


dates for the 
vice-c h a i r- 
manship 
Were intro- 
duced, there 
were shouts 
of “when are 
s their birth- 
days?” But 
none of 
them = ad- 
mitted to 
being 
another May 
F. Murray Milne 31. baby. 
Inci- 
dentally, the attendance at 
the club’s annual meeting was a 
record for a business meeting— 
about 160 members. This degree 
of interest is both a tribute to the 
work of Bill Gollings and a happy 
augury for Murray's year. 


WEEKS WISECRACK 


~“ 


“After what you said about 
me at the board meeting, 
I’m going to enter you 
for the National Public 
Sneaking Contest.” 
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More Rates Up 


Yachting Monthly has raised 
its advertisement rates. Page 
rate, single insertion, is now £37 
(as against £30). 

Maidenhead Advertiser, with 
a circulation of 13,000, announces 
new rates as from July 1. That 
for trade and business displays 
will be 7s. 6d. s.c.i. 

* * * 


Temple Press have published 
a companion volume to their 
Oil Engine Manual. This is the 
Gas Turbine Manual which deals 
comprehensively with all forms 
of gas turbine other than those 
for aircraft. 

* * * 


Feature of the June issue of 
You magazine is a £100 Song- 
Snaps competition. Contributors 
to this issue include Nicholas 
Davenport, the economist; Frank 
Launder, of the Launder-Gilliat 
film combination; W. J. Brown, 
and Enid Blyton. 

* * * 


Semi-final in North of England 
Bicycle Polo Competition for 
Sporting Record’s challenge 
trophy will be held at Matlock 
on Sunday as part of Matlock’s 
Festival of Britain celebrations. 

* * * 


Name of the Nigerian Eastern 
Mail will be changed to the 
Nigerian Weekly Record, as from 
July 1. 

* * * 


The Off Licence Journal, in 
conjunction with the Wine and 
Spirit Association of Great 
Britain, is promoting a window 
display competition for imported 
wines, Prizes include a silver cup 
given by Practical Press Ltd. 

* * . 

The Daily Express is sponsor- 
ing a “Fifty Years of Flight” ex- 
hibition and display at Hendon jn 
July to celebrate the jubilee of 
the Royal Aero Club. 

* * * 


Sensible Slimming, to be pub- 
lished by the Daily Graphic, will 
contain pictures and the diary of 
Averil Ames’ experiences 
throughout a 13 weeks’ course 
with the day-to-day diets followed. 


* *~ ¥* 

Spring issue of the Crabtree 
Review, devoted to the hotel and 
catering trade in Sussex, which 
has a free distribution to adver- 
tisers in the Crabtree series of 
holiday guides, has a new cover 
and a revised make-up. 

* oa ~ 


‘Mechanical Handling for July 
will contain a comprehensive 
survey of the most up-to-date 
methods of packaging. 

. * * 


This week's issue of Picture 
Post gives full details of its 
£10,000 snapshot competition. 


Publications News and Notes 


gr 
- AIR FORCE 


Royal Air Force Review July 


issue has this striking full-colour 
cover showing H.R.H. Princess 
Elizabeth at the R.A.F. Presenta- 
tion of Colours ceremony in 
Hyde Park. 
oa 


To-day’s Flight is a_ special 
enlarged number containing a 
review of current British products 
—aircraft, engines and ancillary 
equipment—at the Paris Aero 
Show. 

7 * 

On the cover of John Bull 
(June 23) will be a picture by 
Ronald Lampitt of Coventry's 
Festival Pageant in which Lady 
Godiva's famous ride through 
Coventry's streets is re-lived. 

- * ~~ 


With its July issue World 
Sports, the international sports 
monthly and official magazine of 
the British Olympic Association, 
will be printed in gravure—and 
there will be more colour pages. 

* * * 


The 1851 motif has been effec- 
tively used by Guinness, Huntley 
& Palmers and Martell ia colour 
advertisements in the 
Festival Number (3s.), a beauti- 
fully produced issue with many 
fine illustrations. 

* * o 

The Hull Daily Mail is spon- 
soring, in conjunction with Hull 
Corporation, a contest to find the 
city’s Festival Year Gala Queen, 
who will be crowned on August 
Bank Holiday Saturday at a féte 
in as biggest park. 

* 


Largest of five commercial 
stands at a Northenden (Man- 
chester) Community Association 
Festival of Britain exhibition was 
occupied by the Wythenshawe 
Recorder, one of the Manchester 
City News series. Displayed on 
the stand were specimens of type, 
half-tone blocks, a two-page mat. 
and rotary stereo plate, with 
photographs of the paper’s pro- 
duction departments, showing the 
public the way their local paper 
was printed. During her tour of 
the exhibition, the local M.P., 
Mrs. Eveline Hill, said she had a 
great fear of doing anything 
wrong for it was certain the 
Wythenshawe Recorder would 
publish it! 


\\ 
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WE ARE NOT AVERSE TO BURNING 
THE MIDNIGHT OIL. When needs must, 
we can put on a sprint with the best. But we're 


real sticklers for the finer details of reproduction; 


we use up-to-date equipment, modern methods and 
a cheerful, skilful staff to check accuracy to the 
Nth degree. That requires time and patience. 
We welcome you any way. Consult us in good 


time and we welcome you with open arms! 


CHARLES 


~& READ 
LIMITED 


Printers by photo-litho-o ffset 


27 CHANCERY LANE, LONDON, W.C.2. PHONE HOLBORN 2882 
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ADVERTISER'S WEEKLY 


PLUG PROTEST 


If radio advertising is banned 
why does the prohibition not 
extend to broadcast “recom- 
mendations to join Co-operative 
stores?” : 

This was a question asked in 
Parliament. The official reply 
was that the question, presum- 
ably, referred to remarks in the 
course of a discussion pro- 
gramme. The B.B.C. were 
allowed to exercise their discre- 
tion in permitting controversial 
subjects “in the belief that they 
will be treated with complete 
impartiality.” 


. * . 

‘Faith Of Britain’ 

. . . 
Exhibition 

City Display Organisation were 
responsible for the design and 
production of the “Faith of 
Britain” exhibition at St. Paul's 
Cathedral. 

Organised by the British and 
Foreign Bible Society in con- 
junction with a conference of 
Missionary Societies, it is one of 
the largest and most modern 
exhibitions ever staged by a 
religious organisation. 

It occupies a_ considerable 
portion of the crypt and con- 
sists of 20 main large display 
units. Each unit has self-con- 
tained lighting, and incorporates 
text, illustrations, diagrams and 
exhibits. 

It tells and illustrates the story 
of the coming of Christianity to 
Britain, of missionary enterprise 
in the foreign field and of to- 
day's special problems arising 
from the ravages of war. 


‘Packaging Is Part 
Of Prime Cost’ 


“Packaging cost £300 million 
a year in Britain when prices 
were normal—and _proportion- 
ately more to-day,” said Charles 
Lein, manager of the Pliofilm 
department of the Goodyear 
Tyre & Rubber Company Ltd., 
at tne second annual dinner of 
the midland area of the Institute 
of Packaging in Birmingham. Mr. 
Lein is chairman of the midland 
area and vice-chairman of the 
Institute of Packaging. 

He said packaging was far too 
often considered an “on” cost, 
whereas, in fact, it was an im- 
portant and essential part of the 
prime cost of a product. Further, 
there was great desirability for 
increasing attention to packaging 
by top management, if the con- 
sumer, whether in export or 
domestic markets, was to receive 
goods in the condition intended. 


Model Contest 


A nationwide model competi- 
tion for schools is being planned 
by Croid Ltd. The scheme has 
been devised by Kenneth G. 
Briskham, Croid’s advertising and 
publicity chief. 

Entries will be selected from 
each school for final adjudication 
at county level where cash prizes 
will be awarded for the best 
entry in each class. 
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| SILK SCREEN PRINTING j 


Display Artists 
Silk Screen Printers 


| 


ADVANCE 
PUBLICITY 
LIMITED 


149 WARDOUR STREET 
LONDON, W.! 
GERRARD 8236 


Specialists in 
Screen Printing 


W. C. RAYMENT 


AND COMPANY 


RAYSIGN WORKS 
DURHAM ROAD 
LONDON N7 
e . 
Telephone ARCHWAY 252! i 


PROSPECT 1825 
FOR QUALITY 
BLACK’S 


SILK SCREEN PRINTING 
SHOWCARDS POSTERS 
GLASS. .-~- BANNERS 
PLASTICS RUBBER 
TRANSFERS ETC. 


}. K. BLACK & CO. (Printers) LTD 
28 Priests Bdg, Mortlake, $.W.14 


EXHIBITIONS 
DISPLAYS 


PICTORIAL SIGNS 


INTERCHANCEABLE 
METAL LETTER SIONS 


| » 
Services 
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| [_GENERAL PRINTERS } | 


| SILK SCREEN MATERIALS J 


ec ice 
tickets and showcards to suit all 
= ae! —— lines 
for H.P. indica Cash 
Price (or Deposit) “end Weekly (or 
Monthly) payments. Sold Through 


rade 
CAMDEN Price T 48. West- 
bourne Gdns., Rigg it Tel.: 
Hove 39684. Trade terms on request 


Whether it's merely a job of 


duplicating 
by stencil, or lithographic pro- 
cess; or even a batch of 


envelopes that require 


addressing 


from lists supplied by you ofr 
prepared by us; and if the job 
of making-up, enclosing and 


mailing 


is one Office staff could 
well be ‘pared why not phone 


Fermaprint 


17 Fleet Street, E.C.4. Cen 2426 
90 Victoria Street, S.W.1. Vic 8258 


Send us your 
trade printing 


F.W.WHITE & CO. | 


Letterpress \& bythe Printers 
HOUSE. NEW NORTH $T 
ate ALDOS & WCi'+ HOL 94% 


| PERIODICAL AND 
COLOUR PRINTERS 


SILK and 
SCREEN 
PRINTERS 
SUPPLIES 


GEORGE HALL’'S 
of course! 


GEORGE HALL (Sales) LTD. 
111 Wellington Road, South, 
Stockport Tel. STO 3375 


|_BLOCKS & DIES ] 


BRASS BLOCKS & DIES 


Brass blocks for Foil blocking on 
card or plastics. Bronze cutters 
for cutouts. Cutter crush dies for 
showcards etc. Steel dies for metal 
NOBBS & AYCKBOURN 
14 CLERKENWELL GREEN, E.C! 
Est. 38 years 


| OFFICE SUPPLIES j 


PAPER FROM STOCK 
(Subject to being unsold) 
White Bank S/O L/P II Ibs., 
Cream Wove L/P 18 Ibs., Dup- 

licating paper, asec ete. 


2 Middie Sen ELT Mee 8 Met 8322; Mon 2402 


ADVERTISING NOVELTIES } 


Goodwill Gifts 
of ADVERTISING NOVELTIES 
for your business friends and 

potential customers 

SHENTON SERIES 
Offers a large range with per- 


SILK SCREEN sonal service. Write for our 
AND SINGLE COPIES Catalogue or ask our repre- 
| | sentative to call. 
easy ie clea | — pegs oh saaethjepnegenes a 
. SERVICE GALE MELVILLE LIMITED 
; — 67/73 MARLBOROUGH GROVE, OLD KENT 
| MISCELLANEOUS } | SAD, St. tel Som 0080 Ch hams 
| MOORE & TOMLINSON LTD. 
SCRAP METAL WANTED | | RS Advtg. Pencils 
COPPER, ZINC, STEREOS, ELECTROS, BRASS | | and all types of 
— pj donee seal RELIANCE Advertising Gifts 
Send us your enquiries. Let us suggest gifts 
PROMPT CASH. COLLECTION ARRANGED 260s ANGLO FANCY PRODUCTS LTD 
F. J. HALL, 36/37 Cock Lane janufacturers 
Snow Hill, E.C.1. city s2i S en anni 
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Supplies... 


PROCESS ENGRAVERS 


SCOTTISH STUDIOS & ENGRAVERS 


offer a unique & complete service f 


COMMERCIAL ART 

PHOTOGRAPHY 
B K-MAKING 

to rn & Scortish advertise 


196 CLY 
City 6961-2-3 


“ST.. GLASGOW 


PROCESS SUPPLIES 


PLATE PROTECTOR 

SAFEGUARDS 
PROCESS BLOCKS 
TYPE FORMES Etc. 
AGAINST DAMAGE 

IN TRANSIT 
AND CORROSION 

FOR AN 

INDEFINITE PERIOD 

Simple to use and very economical. 

Small sample supplied on request. 


THE S.D. SYNDICATE LTD. 
4-6 EARL ST., FINSBURY, LONDON, E.C.2. 
T 
6811 6812 
7001 


S 


display 
lettering 


Cut-out, relief lettering 

ready gummed, !2 types, 3/16” -8” 
LONDON INDUSTRIAL ART LTD 
33 Jubilee Place, S.W.3. Tel. FLA 6816 


ORDER DEPT. 3 All Saints Rood, W.I1 
Tel. PARK 9431 


| DRAWING PAPERS 


EYNSFORD MILL, KENT 


[_ruotocnaPnens _) 
MATTACOL 


DISPLAY PRINTS 


From stamp to poster 
in ange ales or quantities 
SCOTLAND 
A. NIMMO 
Wilton Street, Glasgow, N.W. 
LONDON AREA 
ROBERT P. HYMERS LTD 
17 Clifford St., W.! MAY fair 6768-9 
NORTHERN AREA 
R. DIXON, 13 Curzon Re. 


Stretford, Manchester 4 


COBB & CLOW LTD. 
Photographers 


ARCHITECTURAL and INDUSTRIAL 
Special CONTRACTS one & 
jes of 
Re Leases 
23 NORTH END PARADE, W.14 
FULham 9606 


Any Size—Any Quantity 
Write or Phone 


PHOTOWORK LTD. 


ARD 
LILYWHITE LTD. 


73 Baker Street, London, W.! 
Tel. Welbeck 0938/9 


e 
Advertising - Industrial - Editoriai 
and Colour Photography 


A. C. K. WARE 


| “MECHANICAL DISPLAYS } 


Why Not Use 
** SCREENASCOPE "’? 


CRANE AUTOMATIC CO. LTD. 
Hong Kong Works, Exhibition Grounds 
Wembley, Middlesex. WEMbiey 5997 


{COMMERCIAL ARTISTS } 


FASHION 
ARTIST 
LADIES ... CHILDREN . . . 
MARGARET JACKSON 
104 Stainburn Crescent, Leeds, 7 


‘Fashions’ are fun 
for Betty Warner. Her 
zest for that highly specia- 
lised art is clear to see in 
the bold free line, or slick 
wash treatment that mark 
her work as first class. 


REITZ AND TAYLOR 
84 Chancery Lane, W.C.2. HOLborn 4282 


TWDOR ART ART AGEACT LTD. 


FREE LANCE | ARTISTS 


| PACKING } 


EXPERT 
PACKING 
PAYS 
Collation, Packing and Despatch 
We offer a prompt and efficient 
service for the collation, packing 
and despatch of advertising 
material—Showcards, Displays, 
Leaflets, etc. Write or phone 


&. CHRISTIAN & CO. LTD. 
10a De Beauvoir . London, N.! 


Clissold 3463 


| DISPLAYS & EXHIBITIONS } 


DISPLAD LTD. 


CASTLEFIELDS 
MANCHESTER [5 


BLACKFRIARS 0856 
STANDS AND DISPLAYS 
OF QUALITY 


COOK’S 


ADVERTISER'S WEEKLY 


‘Its Fatal To 
Be Dull’ 


A four column half tone in 
“marina blue” monochrome was 
published by the Bournemouth 
Times on Friday on the front 
page. This startling effect was 
achieved by bending the plate 
and tacking it to a standard 
colour attachment fitted to a 
Cossar. 

About a year ago, the associa- 
ted Poole and Dorset Herald 
published a landscape in = 
by the same means. Marina blue 
was chosen in this instance be- 
cause the subject was the Duchess 
of Kent. 

“Not everyone likes it .. . 
I don't myself as a _ picture,” 
commented Eric Putnam, the 
Bournemouth Times publisher, 
“but journalistically, it’s sound. 
The whole newspaper industry is 
in a turmoil because of price 
changes and it's = fatal to be 
dull just now. e simply did 
it to show our public we are 
enterpriaing” = 


IKE’S PORTRAIT 


A striking feature of the ex- 
hibit staged by Temple Press on 
their Plastics stand at the British © 
Plastics Exhibition at Olympia is © 
a large portrait 
Dwight Eisenhower carved in 
laminated plastic material by H. © 
Brough-Robertson. iy 

The portrait is produced by 
carving away the black in a sheet 
of sandwich-form laminate having — 
alternate black-white-black panels. — 

The exhibit also includes a ~ 
representative collection of plastic — 
products, and a display of Temple 
Press books on plastics. 3 


. s 
300,000 Attend Print — 
> 
And Paper Fair 
On Sunday, at Dusseldorf, the 
DRUPA International Printing 
and Paper Fair closed its doors. ~ 
Approximately 300,000 visitors 
had attended. 7 
Composing, printing, paper 
converting, and bookbinding 
machines of all kinds were on 
show, together with accessories 
for printer's workshops, printing 
inks, paper and cardboard for all 
purposes, as well as products 
thereof. Some of the firms exhi- 
biting machinery concluded busi- 
ness exceeding a million Deutsche 
marks. 


HOW’S THAT? 


The test score board in the 
Daily Telegraph window in Fleet 
Street on Tuesday attracted so 
much attention that police com- 
plained of the congestion. 

The latest score news was 
withdrawn from the window. 
The crowd grew bigger. The 
previous scores were withdrawn— 
and more people still came to 
stare. 

Finally the entire stand was 
completely removed from the 
po The crowd swelled to 

roportions—and lingered 


ae king at nothing! 
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ADVERTISER'S WEEKLY 


We Hear— 


George Warden, managing 
director, Armstrong-Warden Ltd., 
has been elected president of the 
Eastern Counties Rugby Football 
Union. 


* * * 
THAT Nestlés are sponsoring a 
£3,280 window display competi- 
tion for their homogenised foods. 

* * * 


THAT the Holborn Place offices 
of the L.S.M.A. were broken into 
last week and £40 stolen. 

* * * 


THAT “Business” magazine has 
this attractive stand at the Busi- 
ness Efficiency Exhibition. 


THAT the Retail Trading-Stan- 
dards Association has instituted 
proceedings under the Merchan- 
dise Marks Act against three 
Sheffield traders. 

* * * 


THAT employees and _ their 
guests enjoyed a motor coach 
and river trip to Windsor for the 
annual “wayzgoose” of Berrows’ 
Newspapers Ltd., Worcester. 

om * * 


THAT the hardware gift token 
has been re-designed. National 
advertisers are to be asked to 
include references to the gift 
token scheme in their advertise- 
ments. 
* * 
THAT the Philips TV advertise- 
ments featuring Gracie Fields, 
which are currently appearing in 
the Holme Moss area, will be 
extended to other television areas 
in due course. 
* . 

THAT 350 old people spent a 
day at the seaside as guests of 
the Old Folks Fund of the 
Sheffield Telegraph and _ Star. 
This was the first party of 2,000 
pensioners who will visit Clee- 
thorpes, and included a woman 
who had not seen the sea for 50 
years. 


T 


MOVING WITH THE TIMES... 


W.H.T. TAYLEUR 


(PUBLICISTS) LTD. 
FORMERLY OF 43 ST. MARTIN'S LANE, LONDON, W.C.2 
. CONTINUE TO PROVIDE AN OUTSTANDING 
PUBLIC RELATIONS GERVICE AT 


ONE DOVER STREET, LONDON, W1 


TELEPHONE : GROSVENOR 7207 


©  pover st. 


— ALBEMARLE ST. 


ARLINGTON ST 


PUBLICITY € PUBLIC RELATIONS CONSULTANTS 


ST. JAMES'S ST. 


14, 1951 


The British Plastics Exhibition, organised by “British Plastics,” at 
Olympia, is the largest show of its kind ever staged under one roof 


87 exhibitors 
space. 
q 


with approximately 
The “British Plastics’ stand, pictured here, was designed by 
L. Reeve of Iliffe exhibition section and built by Replicards Ltd. 


90,000 square feet of floor 


THAT a Fleet Street Bowling 
Club is in the process of being 
form. And— 

* ~ ~ 
THAT a team hopes to play its 
first match against the executive 
of the International Advertising 
Conference. 

» * * 
THAT a report of the British 
Export Trade Research Organisa- 
tion mission to Nigeria under its 
director-general, Roger Falk, has 
been presented to the Colonial 
Yffice. 

* * 
THAT the Incorporated Sales 
Managers’ Association will hold 
a conference on “Avoiding Waste 
in Distribution” at the Connaught 
Rooms on October 26. 

* * * 

THAT Permali Ltd., manufac- 
turers of electrical insulating 
material, have joined the British 
Export Trade Research Organisa- 
tion. 
. - 

THAT the Daily Telegraph are 
sponsoring a naval display “Ship 
Ahoy,” presented by The Navy 
League, at Earls Court on Friday, 
July 6. Princess Elizabeth will 
attend. 

* * 7. 
THAT the trade marks design 
competition organised by the 
Tomato & Cucumber Marketing 
Board has been won by Gillian 
Emett, a student of the College 
of Arts & Crafts. 

* * * 
THAT the directors of Thomas 
Skinner & Co. (Publishers) Ltd. 
have recommended the payment 
of the half year’s dividend to 
June 30, on the six per cent 
cumulative preference shares of 
the company. 

* * ~ 
THAT T. W. W. Davie, adver- 
tising manager of The North 
British Rubber Company, Edin- 
burgh, and W. W. Baxter, publi- 
city manager, Harrogate Cor- 
poration, are again acting as 
tournament convener and secre- 
tary respectively at this year’s 
North British—Harrogate 2,000 
Guineas Professional Golf 
Tournament. 


THAT H. Edward Newman, 
editor of Ideal Home, will speak 
at the Writer Circles’ Summer 
School, at Swanwick, in July on 
“Writing about the home.” 

* * * 
THAT the cricket section of 
G. Street & Co., Ltd., have ar- 
ranged thirteen games for this 
season. Of the four already 
played they have lost three but 
managed to draw against Stellar 
Press C.C. 

* ~ * 
THAT a north-east tie up with 
the current National Savings 
Poster of the poised ballerina will 
be a visit by Anthony Burke and 
Patricia Bentley, principals of the 
Ambassador Ballet. to the New- 
castle Savings Centre to-day 
(Thursday). 

* * - 


THAT Mather & Crowther Ltd. 
arranged the Press conference at 
the Savoy Hotel on Tuesday for 
their clients Fisons Ltd. of 
Ipswich, when an account was 
given of an expedition sent to 
Chile by Fisons to investigate the 
sulphur deposits there and to 
open negotiations for the supply 
of sulphur to the British com- 


THAT this latest “Go” display 


is creating interest at many book- 
sellers’ and newsagents’ bookstalls 
throughout the country. 
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Legal and Gazette 


SOFT WOOD USED FOR 
HOARDING 


What he described as a “not uncom- 
mon misconception” that secondhand 
timber required no licence was referred 
to by Mr. Malcolm Morris, counsel, at 
Clerkenwell Magistrates’ Court. Frederick 
cent, of Windsor Grove, West Nor- 
wood, S.E.27, pleaded guilty w dis- 
posing of soft wood to Walter Mills 
Poster Advertising Co., Ltd., of South- 
ampion Row, W.C.1, —_ they were 
not authorised to acquire it. 

The company pleaded quity to sum- 
monses for acquiring and consuming 
the timber without a Board of Trade 
licence. Mr. Morris appeared for the 
company 

Prosecuting counsel said the timber 
was used for the construction of advert- 
ising hoardings. An _ inspector found 
that soft wood had been used for a 
hoarding in 
inquiry the company admitted having 
a timber for £90 £s. 4d. from 

en 


Kent stated he bought the timber 
from a yard where a builder had given 
up business. He thought he was in order 
in selling it without a licence. The 
manager of the hoarding maintenance 
department of the company said in a 
Statement that he understood the tim- 
ber was secondhand and a licence was 
not required 

Counsel said the company had now 
engaged a general manager who would 
oversee matters gencrally and see that 
regulations were observed 

Kent was fined £5, with five guincas 
costs, and the company £10, with ten 
guineas costs The second summons 
against the company was not separately 
dealt with 


. 
New Companies 

T Studio Ltd., 12a Whitechurch 
Lane, E.1. Manufacturers of and dealers 
in Signs, posters, dispiay fittings. Nomi- 
Nal capital: £500. ~~ egagaan J. Rosen 
and Elizabeth D. Rose: 

Kobina Nortey Ltd. O78 Albert Street, 
Regents Park, N.W.1, Publishers. 
p.m, Nominal capital: 
Directors: K. E. Nortey and 


Parkaprint (Chiswick) Ltd., § Bucking- 
ham Street, W.C.2. rinters, engravers 
and lithographers, publishers. Nominal 


capital: £2,000. Directors: H. F. Parker. 
Winifred M. Parker and J. 
Gardner 


Alexander Publications Lid.. 4 Angel 
Court, E.C.2 Nominal capital: £100. 
Directors: S. W. Alexander M. K. 
Alexander and J. Heffernan. 

Aly . Berkeley Court, Baker 
Street, N.W.1. Advertising and publicity 
agents and specialists. Nominal capital: 
£100 Directors: A. E. Alvarez and 
Nora V. Clark 

District Newspapers Litd., Falcon 
House, Hope Street, Leigh, Lancs. To 
take over business of a newspaper pub- 
lisher known as The Leigh, Atherton and 
Tyldesley Guardian, now carried on by 
Jas. Kenally-Smith. Nominal capital: 
Directors: J. Kenally-Smith and 


Webster, 

u! Co, as. Unity House 
Buildings, Bath Nominai 

capital: £3,000. Directors: V. Morgan 


Ltd., 59 Sloane Street 
Designers. manufacturers ai 

producers of three dimensional and/or 
any other kind of cinematograph films. 
Nominal capital: £100. Directors: T 


pienwelt-Hlervey, D. Carter and A. E. 


loore. 
wi & Co. Lid, India 

House, Margate. To take over business 
of publishers and classified advertising 
contractors carried on as ‘“Charies Willett 
Co.” at weenie Buildings, Cecil 
Square, Marga Nominal capital: 
£2,000 in £1 ‘oe Directors: C. G 
Willett, W. A. H. Strickland and J. S. C. 


Publications Ltd., 
Printers, publishers, 
and booksellers. Nominal capital: £3,000 
Directors: F. A. Thorpe, C. M, Buchan 
and J. K. Thompson. 

A. & H. Processes Ltd. Business 
of producers and designers of and dea ers 
in advertising slogans, magazine and 
other illustrations Nominal capital: 
£5,000. Directors: S. Chillingworth and 
H_ A. Tunbridge 

inclusive Publicity Ltd. Publicity and 
advertisement contractors. Nominal 
capital: £500. Directors: T. B. H. Otway 
and Althea H. M. F. Kitson 

H. “ Sons (Iiford) Ltd., 
25 High Road, Ilford, 
Essex. Printers, lithographers, publishers. 
Nominal capital £2,00€ Directors: 
H. Vv organ, Fherence W. Morgan, E. 
Morgan, D Morgan and R. A. Morgan. 


Vv. Morgan 
Prosperity House 


ANDREW ERNEST HAMILTON MITCHELL, 
of S Langton Ridge. Langton Green, Kent, 
formerly of 5 Underhill Road, Lordship 
Lane, East Dulwich, S.E.. late director 
of Mather and Crowther, advertising 
agents, left £9,103 18s. gross, 
£8,992 9s. 3d. net 

JosepH Hancock MAcapaM, of Fair- 
mead Side, Loughton, Essex, chairman, 
d., editor of British 
Baker for 55 yeare, Kt ty 052 Os. 
gross, £76,936 13s 

WALTER ioenensen, of 64 Furzedown 
Road, Sutfon. Surrey, Tee London 
manager of Welsh Weekly Newspapers 
and W nee Pgs ge left £7,336 2s. 7d. 
gross, £7,276 Os. id. 

WILLIAM woah 
Wilmsiow, Cheshire, founder of 
age & Co. Ltd., technical adver- 

sers, illustrators and writers, Manchester, 
left £5,250 2s. Id. gross, £4,484 Os. 10d. 
net. 


11 Alton Road, 
Ww 


CHANGE OF ADDRESS 


Clerke & Hannah Ltd., publishers, to 
3 Carlisle Street, Soho Square, W.1. 


Odhams (Watford) 
Profits Jump 


Trading profit of Odhams 
(Watford) Ltd. for the year 
ended December 31, 1950, was 
690.717 (as compared with 
£497,721 for 1949). After making 
provision for all charges, includ- 
ing £290,781 for taxation, there 
remains a net profit of £280,801 
(£200,026). 


Cowlishaw and Mr. Pat 
(CiTy 1542 and 5118). 


Mr. Publisher : 


ALL READY TO SERVE! 


COWLISHAW & LAWRENCE (Advertising) LTD. have 
pleasure in announcing to their many friends in the advertis- 
ing and publishing world that they have opened offices at 


Publishers who are requiring the services of a thoroughly 
experienced and conscientious space-selling organisation are 
invited to submit their propositions to Mr. Arthur E. 
Lawrence at this address 


COWLISHAW & LAWRENCE (Advertising) LTD. an organ- 
isation with an unparalleled space-selling record over the 
widest possible field of pre-war and post-war advertising, are 

open to represent one or two more reputable monthly, 
quarterly or ad hoc publications. 


this 
Why not keep f ee Oy eee 
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OPSA DATA 


SUDAN 


THE SUDAN 
STAR 


Khartoum 


is now the only 

English language 

daily published in 
the Sudan. 


Large week-end edition 
published every 
Saturday. 


All Particulars on Middle East Press from 
GEORGE YOUNG 

OVERSEAS PUBLICITY & SERVICE AGENCY C’° 

10. Fleet St.London.£.04 Cen. 549467870 


witha 


ght 
‘H TRANSFER 
eens ‘ wen ued 


The brilliant lasting colours of 
D.P. Paint Transfer on a shop 
window to catch the eye and 
direct the attention to your pro- 
duct—and at the right 
moment! Send now for 
details and specimens. 


a 


ADVERTISER'S WEEKLY 


Are you interested 
in 


NORTHERN 
IRELAND 


“The event 
of the year!” 
Everyone in Northern 


Ireland looks forward 
to 


ULSTER’S OWN 


IDEAL HOME 


EXHIBITION 


THE KING’S HALL 
BELFAST 


August 29th to 
September | 5th ? 


Write for 
full particulars to 


HERBERT DANIEL 
EXHIBITIONS LTD 


1S Dover St., London, W.! 


Telephone : MAYfair 5846 
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ARCA GN Un IE I 


ADVERTISER'S WEEKLY 


A complete set 
of Rate Cards for 
the ten evening 


NORTHCLIFFE 


NEWSPAPERS 


and six weekly GROUP L™ 


newspapers is 
NOW AVAILABLE. 


Clothes 
and the Man 


By S. D. Barney 
Here is an essential new book for 
the ambitious man who is fully 
alive to .be importance of good 
taste in clothes for business as 
well as for sucial occasions. In it 


such questions as: What s! 

wear? What should I spend on 

clothes? and how can I get value 

for money? It describes the qualities 
of cloths, how to 
get properly fitted, 


A Pitman Book 


Parker St . Kingsway . London, W.C.2. 


“Bolton Standard ” 


stands high in the estimation of 
the Bolton people. They tell us so. 
It is their favourite weekly 
newspaper. 
This goodwill is passed on to its 
advertisers. 
Your advertising will bring good 
results. At 8s. per s.c.i., there is 
no better advertising. Book a 
series now! It will pay you! 
Victoria Street, Bolton. 4742/3 
and 


11S High Holborn, Londos, W.C.1, 
Chancery 8752/3. 


yst CARDS - STREAM E, 
A rrostens 
T 5 
CPE aN 
SILK SCREEN ARTS L™? 


«97 SHIRLEY ROAD. CROYDON 
ADDISCOMBE 3147-6 


HIGHEST GRADE 
CLEAN & SHARP 
CRAFTSMANSHIP 


DAYLIGHT GLOWING POSTERS 


SPEEDY SERVICE 
\ EXPRESS / 
DELIVERY 


R. WH. PENNEY 
Advertisement Director 
Carmelite House, London, E.C.4.Cen.6000 


King George V 
Gillott Peas 
NOW AVAILABLE 
For what may well prove to 
be a limited period, the follow- 
ing specialists’ pens are immed- 
iately available:— 

DRAWING PENS: Nos. 290, 29! 
and 1950. 
oe STEEL PENS: 303, 170 and 


All types supplied in 3, 4 or | 
ross boxes, or |2-carded with 


JOSEPH GILLOTT 
AND SONS LTD. 
Victoria Works, Birmingham, | 


~ London Office: 
28 New Bridge Street, €.C.4 


Bérlingske 
Tidende 


Exclusively represented by 


JOSHUA B. POWERS LID. 
14 Cockspur Street, London, .W.1 


DISPLAYS 
EXHIBITION STANDS 


MERCURY 


DISPLAYS LTD. 


245 VAUXHALL BRIDGE ROAD 
VICTORIA - S.W.1 - TEL. VIC_ 0912-3) 


June 14, 1951 


Big Schedule 
For Silvikrin 
Cream Shampoo 


An extensive consumer cam- 
paign for a new Silvikrin line, a 
cream shampoo, will be launched 
at the beginning of August. 

Media to be used include all 
nationals, and women’s magazines 
and provincials. 

Trade Press advertising began 
this week in the Chemist and 
| Druggist (double-page spread), 
Hairdressers’ Journal, and Retail 
Chemist. A four-colour folder 
is also being distributed. 

The shampoo, containing pure 
Silvikrin, will retail at Is. 3d 


and 2s. 

London Press Exchange Ltd. 
are the agents. 
- * 


* 
Sobell Campaign 
Features The 
Stargazers 


The new Sobell T.121 tele- 
vision is the only plastic console 
in Europe. It has been accepted 
by the Festival Design Review. 

First decision in the production 
of the advertising was to name 
the set, so T.121 became the 
“STARGAZER.” Initial adver- 
tisements appeared in the form of 
teasers with the headline, “HOLD 
YOUR HORSES!” 

In the main campaign the 
name has been emphasised by 
including photographs of the 
“Stargazers”—vocal quintet of 
radio and television. 

It includes half-pages in illus- 
trated weeklies and magazines, 
Daily Express, and large spaces 
in other nationals and provincial 
newspapers in the television 
areas. 

Large scale advertising to the 
trade ——- this cam- 

aign, and er support in- 
oles window bills, pelmets, 
showcards, and built-up displays. 

The campaign is the work of 
A. B. Singer, Sobell’s sales man- 
ager, and Paul E. Derrick Ltd. 


* * * 
Max Factor Nail 
Enamel 


Latest addition to the Max 
Factor range is a nail enamel 


vertising 
this week. 
Whole page four-colour adver- 
tisements will appear in Heiress, 
John Bull, Woman's Own, 
Britannia and Eve, Vogue, and 
Tatler, with other large spaces in 
women’s magazines and film 
| journals. National dailies, London 
| evenings and provincials will also 
| be used. 
| The trade Press list includes 
Chemist and Druggist, Hair and 


campaign beginning 


CURRENT ADVERTISING 


Beauty, Retail Chemist, and Hair- 
dressers’ Journal. 

The campaign is being handled 
by Crane Publicity Ltd. in collab- 
oration with the Max Factor 
publicity department. 

* ~ * 
Hair Rinse 
From Paris 

Coloral home hair colour rinse 
was launched at a party at the 
Park Lane Hotel last Friday. A 
product of the Paris house of 
L’Oreal, Coloral will be handled 
in this country by Golden Ltd. 
It will have a national distribu- 
tion. 

Arthur S. Dixon Ltd. have been 
appointed advertising agents. 
Tube posters are already appear- 
ing. Press publicity is being 
handled by H. Grierson & 
Associates, 


* * 


AND GLOW’ 


and Glow” liquid 
is a new Revlon 


* 
‘TOUCH 


“Touch 


handling a campaign starting to- 
morrow with full pages in class 
and popular women’s magazines. 
Provincials will carry 8 in. dc. 
and there will also be folders and 
display material. 


a * * 
New Hudnut Lines 


Richard Hudnut Ltd. are intro- 
ducing Three Flowers  super- 
creamed lipstick and Milk of 
Cucumber cleansing lotion. Both 
items will be carried by the 
current Three Flowers face 
powder schedule although there 
will be additional show material 
for Milk of Cucumber. Agents 
are G. S. Royds Ltd. 


which will be backed by an ad- | 


POSTERS 


TICKETS SHOWCARDS & DISPLAYS 
TTENM OR SHLK 


REGINA STUDIOS ‘SIGNS & DISPLAYS ATD 
27. 80 


N ROAD. HANWELL W? 
’ 


Personal Attention to all Eng ‘ 
Compiece & Guaranteed Service in the Fullest Sen: 


PADDINGTON 
ADVERTISING 
COMPANY 


37 SPRING STREET W.2. 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 

T. BOBINSON 
STUDIOS, LIMITED 


72a Plough Rd., Battersea, S.W.1I 
Tel. Nos. Battersea 5300 & 4886 
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A Festival window display entry, this display featuring Chen Yu 
appeated at James McEwan & Co., Ltd., of Perth. The two banners 
at the side of the window were silk-screened in gold, red and black 


on linen and fitted top and bottom with wooden dowels. 


The two 


Chen Yu display fans were produced from Perspex and acrylic resin 
sheet, and the moulded finger-nails “ees actual Chen Yu lacquer applied 
to them. 


ACCOUNTS MOVING 


The Mornessa coats and suits 
account has moved to Napper, 
Stinton, Woolley Ltd., who this 
week celebrated their fifth anni- 
versary. 


* * 

As from August 1 Gee Adver- 
tising Ltd. take over the Wyvern 
Pen Co., Ltd., account including 
home and overseas, national and 
provincial Press, promotion, and 
retail co-operation. 

* * * 

Rex Publicity Service Ltd. have 
been appointed to handle the 
Dynatron radio and television 
advertising. 

* * * 

Accounts moved to Gordon 
Advertising Ltd, include Milburn 
Manufacturing Co.; T. T. 
Engineering Co., Ltd., makers of 
chemical handling plant (trade 
Press); George Wooliscroft & 
Co., Ltd. (campaign for industrial 
tiles in trade Poses). 

* 


NEW ACCOUNTS 


The Cheshire Engineering Co., 
Ltd., have been appointed sole 
concessionnaires for Link-Belt 
public works equipment which 
will be featured in advertisements 
in the Contract Journal, Engin- 
eering, and Colonial Develop- 
ment. Scott-Turner & Associates 
Ltd. have been appointed to 
handle oe advestane. 


Granthams of Reading are to 
handle the Hurlingham Polo 
Association account. An attempt 
is being made to place polo on 
the same level as it enjoyed 
before the first world war. 
Advertising will be carried in 
national dailies, provincial 
weeklies and class monthly 
publications. 

. * * 


Charles F. Higham Ltd. have 
been appointed agents for Lebof 
Ltd.. manufacturers of the 
“Elmoor” range of coats, suits 
and gowns. 


Creighton Griffiths Ltd., are 
handling the advertising for the 
“Pageant of Wales” to be held 
in the new Sophia Gardens 
pavilion, Cardiff, from July 30 
to August 11. 

. . 
NEW CAMPAIGNS 


A Festival campaign for Mor- 
ley underwear is now appearing 
in London evenings. This media 
is being used because I. & R. 
Morley Ltd. believe that more 
London evenings will be read 
than hitherto because of the great 
influx of provincial visitors to 
London for the Festival. The 
campaign will run until Septem- 
ber. Pritchard, Wood & Partners 
Ltd. are the agents. 

* * * 

The return of Chypre de Coty 
is being announced in national 
papers, and women’s magazines, 
including a full page colour in 
Harper's Bazaar. The campaign 
will run for “a few weeks.” 
S. H. Benson Ltd. are the agents. 

. - - 

Tying up with the T.T. races 
Masius & Fergusson Ltd. took 
spaces in Evening Standard, Star, 
Sporting Record, Sporting Life 


and motor cycling Press for 
K.L.G. sparking plugs. 
* * * 


“Reg Parnell wins again and 
again on Vigzol Oil” is the slogan 
in a campaign appearing in Daily 
Mail (11 in. triples), Daily Express 
(11 in. d.c.) and motor and motor 
cycling Press. Point of sale 
material is also being distributed. 
Vigzol is marketed by Fina 
Petroleum Products Ltd. Agents 
are Butler Ltd 


* * * 
Crossley Advertising Ltd, are 
placing autumn and spring adver- 
tising for Buckfast tonic wine. 
The appropriation is on a much 
larger scale this year. Regional 


campaigns in London and large 
centres have been planned in 
addition to strong coverage in 
Irish papers and overseas Press. 


Dudley Turner & Vincent Ltd. 
have placed renewal orders for 
F. W. Grafton & Co., Ltd. The 
campaign features “Anti-Shrink 
by Grafton” dress fabrics and 
covers home and overseas trade 
Press, women’s magazines and 
qroemmahing peecieah, | 


Greenly’s Ltd. have placed 
renewals for “Kemdex” denture 
cleanser in national dailies, 
Evening Standard, Belfast Tele- 
graph, Glasgow Citizen and 
Radio Times. Kemdex is a 
Scott & Bown Led. pooden. 


Scherk Face lotion is being ad- 
vertised in Vogue, Harper's 
Bazaar, Scottish newspapers and 
magazines and Channel Island 
papers. Agents: Wilfrid Tisbury 
& Co., Ltd. 

* * * 

Skol sun lotion advertisements 
are appearing in the Daily Mirror 
and other media used last year. 
— are Hedley, Byrne & Co., 


. - 

Foote, Cone & ig Ltd. 
are running a campaign in 
selected media in the U.K. and 
Europe for Lockheed Aircraft 
Corporation, makers of the 
famous fonmetiation airliner. 

* 


In addition they are again 
placing advertising in Holland, 
Belgium and Switzerland for the 
new season's crop of “Sunkist” 
oranges now arriving there. 

* * * 


A concentrated campaign for 
Pepsi-Cola ran in the Sheffield 
area last week. Large spaces 
were taken in local papers and a 
banner was flown over the area 
by A. Fraser White & Associates. 
Advertising is placed direct. 


Packaging Best 
Aid To Sales 


The importance of packaging 
to the national economy was 
stressed in the House of Com- 
mons debate on the Finance Bill. 

Mr. A. J. F. Macdonald, M.P., 
moving an amendment urging 
preferential treatment for machin- 
ery required for new processes of 
manufacture or packing in indus- 
try, said that manufacturers must 
be encouraged to package their 
goods so that they were more 
saleable in the world markets. 

Mr. Frederic Harris, M.P.. 
said “At present we are in many 
respects quite a long way behind. 
in competing with the United 
States, in particular, in the pack- 
aging of many of our goods that 
we sell in competition abroad. 
and We are in many ways behind 
in the presentation and appear- 
ance of the finished article.” 

Mr. W. Fletcher, M.P., con- 
tended: “So long as the con- 
sumer has any choice in the 
world he will go for those goods 
which are presented more attrac- 
tively. It is no good saying that 
the quality of goods will sell them 
in the end. It is no longer true 
in the world to-day.” 

Mr. Macdonald’s amendment 
was narrowly defeated. 


ADVERTISER'S WEEKLY 


(continued from page iii of cover) 


BUSINESS OPPORTUNITIES 


MAGAZINES. Foyles arrange postal 
subscriptions for all British magazines 


and periodicals and almost all American 
and Continental Publications. W. & G. 
FOYLE LTD. (Subscription Depart- 
ment), 


119-125 Charing Cross Road, 
Ww.C2. 


take . , etc., Com 
pilation for Firms, Associations, etc., 
ae i ndexing and Advertising 


pace Sales. 
Box 1609 Ad. Weekly 180 Fleet St BC4 
PHOTO-UNION LTD.,. ali pi 
services and facilities, Studio House, 1 
_ Soho Square. W.1. GERrard 
FRANCE. Young cxperienced adver- 
tising executive leaving for permanent 
residence in France about August will 
be pleased to receive suggestions con- 
cerning from lish 
Or agencies 
Box 193 Ad. Weekly 180 Fleet St EC4 


ACCOMMODATION 


STUDIO offered to Commercial 

100 yards Paddington Station. Light, 
Occasional work 
Milord, 


guineas weekly 
Thanet House, Craven Road. 


SPACE AVAILABLE in Studio flat for 
general Commercial Artist. 30s. weekly 
Telephone EUSton 7336. 0 

fWO FREE LANCE artists working as 
team are offered very pleasant studio in 
West End at very low rent in return 
for help in ideas and roughs. Orders 
for fiowhed act work at agreed prices 
Must be versatile. 

Box 159 Ad. Weekly 180 Fleet St BCé 


STUDIO to let, centrally situated, excel- 
lent lighting, space for 5 artists. 
Moderate rent. 

Box 186 Ad. Weekly 180 Fleet St BC4 

ACCOMMODATION available for free 
lance artists in well equipped studio ia 
Holborn. Write Box 212, c/o 7 Coptic 
Street, W.C.1. 

WELL-KNOWN Advertising = Agency 
anxious to find new accommo- 
dation approximately 3,000 sq. ft, 
Essentials are good ress 
natural light facilities for small studio, 
Details to 
Box 183 Ad. Weekly 180 Fleet St BC4 


SALES AND WANTS 


PAPER 
Immediate Delivery 


20 Tons Atlas Manilla, Reels 94° wide 
SIO 65 DC. 


500 Reams Coated SIO 141-158 
Ib. size 30 x 40. ed 


118 Reams ES. Drawing Cartwidge 
17} x 20, 253 Ib. per Ream. 


7,500 yards Red Flock Paper #0” 
Reels. 


30 Tons Brown Wrapping 36 x 46 
SIO DC 80. ° 


S. A. Wendem 
H. O. LOESCHER LTD., 
70 Brewer Street, W.1 
Phone : GERrard 3376, 


GREASEPROOF 
TISSUES 
CARTONS 
Advertiser can supply in 3 to 6 
weeks. 
Other paper available. 
Send samples of requirements. 


Box 195 
Advertiser's Weekly, 180 Fleet St., E.C4 
MAGAZINE 
for 


ROTARY 
tion size 
11} in. x 9 in. 40 pp. wire stitched, 
Details to 

Box 163 Ad. Weekly 180 Fleet St BC4 


MISCELLANEOUS 


RIVER YEALM HOTEL Newton 
Ferrers, S. Devon. (Tel.: 257). Sheltered 
and sunny position directly overlooking 

*s famous 


harbour in S. Devon's f beauty 
spo. Charming combination of SEA, 
RIVER and ‘OUNTRY Tennis, 
athing, Sailing, Fishing. Boating, 
iding. Fully licensed. chef” 
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ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


A VACANCY will occur in the advertis- 
ing office of a weekly professional 
journal for a woman who knows how 
to handle copy. proofs, space beok- 
ings and advertising agents. Ap 
tions, giving full ctails 
experience and indication of 
copaired, nowt be submitted by July 


Ww 
box 174 ae Weekly 180 Fleet St EC4 


The Advertising Department of a large 
engineering organisation in the N.W. 
has a vacancy for a 


YOUNG COPYWRITER 


for duties connected with technical 
catalogues, leaflets and advertisements. 
Essential qualifications are engineering 
knowledge and writing experience. 
Some knowledge of advertising practice 
would be an advantage. A _ pension 
scheme is in operation, holidays are 
generous and working conditions and 
prospects are good. 

Salary according to experience but not 
less than £400 p.a. Full details to: 


Box 168 
Advertiser's Weekly, 180 Fleet St., E.C.4 


a see silk screen printers re- 
quired G. Hayward March, 
_ 321 Lillie Aree. Fulham, S.W.6 
ORDER CLERK for ~ Manufacturing 
Stationer in the City. 
recemily _ demobbed 
given. Canteen, 5 day week. 
days taken into consideration if al- 
ready fixed. Apply in own handwrit- 


training 


ing to 
Box 170 Ad. Weekly 180 Fleet St EC4 


RATES: APPOINTMENTS VACANT, 3s. 64. 
per line, 3804 


APPULNTMENTS WANTED, 


35s. per display panel inch. 
At 


c’assitications, 4s. per line, 45s. per y aw panel inch. 


charge, one line plus 9d. covering postage, etc. Series 
advertisements under seven insertions MUST BE PREPAID. 
Weekly,” 180 Fleet Street, London, E.C.4. 


application 
Address Advertiser's 
CHAncery 8844. 


APPOINTMENTS VACANT 


ADVERTISING—Leading Agents require 
young | check charges for 
printers Previous experi- 
ence an advantage. $ day weck (9.30 
—5.30). Write stating age, experience 
and salary required, to Secretary, 
Greenly’s td., 5 Chancery Lanc, 
w 


SPACE SALESMAN required, fully ex- 
perienced for Official Publications will- 
ing to travel, high ——— basis 
and ee. Full particula: 

Box 9628 Ad. Weekly 180 Fleet St EC4 


STUDIO MANAGER required by 
Agency. In addition to his ability as a 
creative artist in colour and black and 
white, he should be thoroughly used to 
the administration of a studio, organising 
the flow of urgent work etc. For such 
a man there is a good position with 
prospects. Write full details of past 
experience, in confidence, and salary 
required to: 


Box 188 
Advertiser's Weekly, 180 Fleet St., E.C.4 


PRODUCTION: London Agency has a 
vacancy for a first class Production 
aoe with sound knowledge of blocks, 

etc Holidays as arranged 
Write fully, — age, experience and 
salary required 
Box 180 Ad Weekly 180 Fleet St EC4 


NOTE : 


will be respected. 


CaA 
want... 


ONE LETTERING ARTIST 
preferably under 25, quick, fashion-conscious, with 
good script hand. Good salary, four weeks’ annual 


paid holiday, first-class working conditions. 


ONE INTELLIGENT WOMAN 
preferably under 30, to assist Advertising Manager. 
Must know space, have secretarial training. 
to contro] staff. Pleasant personality. 
tact and ability to work on own initiative. 
salary, four weeks’ annual paid holiday, first-class 


working conditions. 


These vacancies at C & A are additions 
to the present staff. Present holiday arrangements 
Applicants should apply in 
writing, stating age, experience and present salary 
to Advertising Manager, C & A Modes Ltd., North 
Row, Marble Arch, London, W.1. 


} 
| 


Able 
Plenty of 


Good 


No specimens. 


SHORTHAND TYPIST, salary £7, must 
be expert. School of Authorship we. 
8 Duke Street, London, W.1. Wel- 


ACCOUNTANT wanted by rapidly grow- 
ing London Agency Experience 
essential. and highest references to in- 
tegrity and ability required Success- 
ful applicant will appointed Com- 
pany Secretary after suitable proba- 
tionary period if he proves himself to 
be right man. Please apply in writing. 
giving relevant details to:—Managing 
Director, Auger & Turner, Ltd., Autur 
House, 40 Gerrard Street, W.1 

WANTED for Nakuru. Kenya Colony. 
Priming Engincer with knowledge of 
running Wharfdale Double Royal 
Automatic Printing Press. Four years’ 
agreement, commencing salary £60 to 
£62 10s. Od. per month, according to 
qualifications and experience Apply 
with details of training and experience 
and copies of references to Davis & 

ou 4 St. Mary Axe, 


AN UNUSU "AL POSITION for Manager 
small go-ahead publishing company in 
West Midlands will be vacant Septem- 
ber. Applicants must combine experi- 
ence as space salesman with creative 
ability. Initially, he will devote time 
to selling space for quality established 
technical monthly. Must be able to 
design and produce booklets and bro- 
chures Should be agency trained 
Good salary, expenses, commission, 
Prospects and wide scope. Write in 
Strict confidence, ee =. detailed 
experience, prese salar 
Box 184 Ad Weekly 180° Fleet St EC4 


June 14, 1951 


APPOINTMENTS VACANT 


ADVERTISING MANAGER 


required by large Scotch Whisky 
pa ro All round advertising ex- 
nce in Export markets essential. 
Write giving full particulars in strict 
confidence. 
Box | 


87 
Advertiser’s Weekly, 180 Fleet St., E.C.4 


ARTIST: We have a vacancy for a really 
good all round General Artist. Only 
applicants capable of earning approx. 
£1,000 need apply. Holidays this year 
by poy — fully, stating 
age and experie 
Box 9646 Ad Weekly 180 Fleet St EC4 

COMMERCIAL ARTIST for Publicity 
Department, of engineering concern 
in Coventry, variety of interesting work 
—press, print and exhibitions. Good 
aeons and salary, 5 y week. 

Apply 
Box 9618 Ad. Weekly 180 Fleet St EC4 


PRODUCTION 
MANAGER’S ASSISTANT 


required by small but rapidly 
growing agency. Experience 
essential. Real prospects. 
Salary according to ex- 
perience and ability. Plenty 
to do. 


HOWARD PANTON LTD. 
162a Strand, London, W.C.2 
TEMple 6158 


Mailing House require : 
Production-Clerk-Stock-Keeper. 


Experience helpful not vital, 
immaterial if keen worker. 


Progressive position. Write fully: 


DIRECT MAIL CENTRE 
28 Denmark Street, London, W.C.2 


TECHNICAL WRITERS commie, bain 


background. 

anical, electrical engineering (including 
electronics) knowledge Aircraft or 
marine instrument experience an advan- 
tage. Apply with full details of experi- 
ence and salary required to: Personnel 
Manager, Sperry Gyroscope Company 
cieaiees. Green West Road, Brentford, 
Middles 

WANTED, Northern Representative to 
act as Agent on behalf of the Electric 
Newspaper now in operation in Black- 
pool. Must have contact with leading 
Advertising Agencies. Electric News 
_Lid Edward Street, Blackpool. 


OPERATORS req 


Cone TOMETER 
for temporary work—West End. City 


and London Suburbs. Travelling allow- 


. ne Seven Kings 9933. - 
ACCOUNT EXECUTIVE required for 
London Agency with provincial and 
overseas branches. Excellent prospects 
of life-long association. Every faci- 
lity offered Wonderful opportunity 
for experienced man who is handling 
worth while business. Write in first 
instance in confidence to the Agency's 
consultant (Agency's own Account 
Executives have been informed of this 
Advertisement) : William Kern, 
F.A.C.C.A.., FTI. F.1. Arb., 10 
Coleman Street, E.C.2 
CHEMICAL MANUFACTURERS, East 
of London, require an Assistant Dis- 
play Artist (Male) Applicant should 
be capable of preparing working draw- 
ings, colour perspective sketches, con- 
struction of model and full size dis- 
play units, etc Good lettering and 
Art School training essential. Age 
22-30. Salary will be according 
qualifications and experience. Con- 
pan aga Pension Scheme Five day 
Canteen facilities Apply, giv- 
tos full details and quoting 
Box 181 Ad. Weekly 180 Fleet St EC4 
GENERAL ARTIST required for pub- 
lishers’ studio. Some figure 
advantage. 


Box 9633 ‘Ad. Weekly 180 Fleet St EC4 


SUBSTANTIAL SPARE-TIME 
available experienced space sales- 
men. Well established monthly illus- 
trated magazine selling to select public 
- — the world Sommission. 


Income 


co 190 Ad. _Weekly 180 Fleet st C4 

VOUCHER CHECKING CLER re- 

quired by West End ,» —W— 

Agency. Young man or woman, pre- 

| Rng some experience. Write 
: Smee's Advertising Ltd 

Ev 5 Duke ‘Street, W.1. WELbeck 0774. 


We don’t need a Salesman 
.... but we want a 
REPRESENTATIVE 


We create and produce Showcards, 
Cutouts and Point of Sale Advertis- 
ing in Paper, Cardboard and a 
variety of other materials. 


The man we want should have a strong 
connection among National Advertisers 
in Lancashire, West Riding and Cheshire, 
be aware of their Point of Sale problems 
and accustomed to receiving and giving 
instructions for the Creation of display 
units for reproduction in quantity. A 
general knowledge of printing and 
display production would be ad- 

vantageous. 

This is a four-figure job for a capable 
man about 30-35 who would be paid 
a substantial salary with commission. 
He would be supported by the intimate 
and highly esteemed creative service of 
well known Producers and expected to 
take over and develop the existin, 

connection in the area. Write ful 
details of history, present employment, 
age, etc. 


Box 9590 
Advertiser's Weekly, 180 Fleet St., E.C.4 


PRODUCTION ASSISTANT required. 
Must have had previous agency experi- 
Holidays by arrangement. Apply 
Secretary, John Haddon & Co. Lid., 
11 Salisbury Square, E.C.4, or CEN 
8156. 

SHORTHAND TYPIST required for 
small office of Advertising ko Co. 
in W.1. olidays 
__ arranged. 

SPARE-TIME COPYWEITER. 1 ore. 
Specialising in fashionwear, Phone for 

5 Maddox 


appointment, Fashion fet 
__ Street, W.1. MAY 
TYPIST WANTED om — expanding 
ency. Knowledge of production w: 
an advantage. Write siving full particu- 
lars and salary required t 
Box 191 Ad. Weekly 180. Fleet St EC4 


*Phone your Classifieds to CHA 8844 (Ex 23) 
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APPOINTMENTS VACANT 


ADVERTISEMENT Space Salesmen for 
displays on Postal Service 


—. < references 
x 179 Ad. Weekly 180 Fleet "Sr EC4 
PRODUCTION: Vacancy exists in West 
End Agency for 5 sy class production 
man. i. i a good know- 
ledge o pe and Mocks and be cap- 
abic of Ao high class sales litera- 
Position carries good salary with 


ture. 
holidays this year. Please write fully, 
— experience, age and salary re- 


fon" 9645 Ad. Weekly 180 Fleet St BC4 


A LARGE ENGINEERING COMPANY 
has a 


VACANCY 
in their 
PUBLICITY 
DEPARTMENT 
in London 


Excellent opportunity for 
keen, energetic, adaptable 
man with good experience, 
and some knowledge of 
engineering. Write giving 
age, experience and salary 
required to 


Box 154 
Advertiser's Weekly, 180 Fleet St., E.C4 


NGES have a vacancy for a 
young girl of good education, to start 
as general assistant in their Advertising 
Department Hostel accommodation 
available if desired. Apply in writing, 
giving educational history, age and ex- 
perience (if any), to Advertising Mana- 
ger. Frederick Gorringe, Ltd., aad 

_ham Palace Road, London, ‘S.W 
WEST END STORE wam a > fur 
Assistam, in their Advertising 
mem. Young intelligent gici, keen to 
learn and not too dignified to start as 
the “office girl." Has any father got a 
commonsense daughter who'd like the 
job and the chance 
worthwhile career that goes with it? 
Send details of age, schooling and ex- 
ence (if any 
__Box 196 Ad. eWeekly 1 180 Fleet St BC4 


ADVERTISEMENT MANAGER required 
for established national monthly (ne 
sale 50,000). ust be an experienced 

Particulars of age and 

record, in strict confidence 

Box 9650 Ad. Weckly 180 Fleet St BC4 


CLASSIFIED ADVERTISEMENTS 


ADVERTISING AGENCY EXECUTIVE 


CATHAY LIMITED 
(Advertising and Associated Services) 
HONGKONG 
. Written a areeny od are invited from experienced Advertisi 


= well-established ae p9 ond Agency in Hongkong. 

Only men with sound, practical all-round experience in contacting, 
servicing and administering important National Accounts and possessing 
pronounced creative ability will be considered for the appointment. 
First class return passage provided; 4 years’ contract. Two weeks local 
leave annually and six months’ leave on full salary on renewing contract 
for further term of 4 years’ service. Liberal salary and allowances 
according to qualifications and experience. Excellent prospects. 

Apply in first instance with full details of personal history, names of 
accounts handled, previous employment etc. to: 


EXPORT ADVERTISING SERVICE LTD. 
ROXBURGHE HOUSE, 
273-287 Regent Street, London, W.! 


on che caater cnamatien aul af 


PUBLISHERS OF well established group 
of Publications are looking for a Ax 4 
class Advertisement Representative, wit 
drive and initiative, capable of earning 
a £1,000-a-year-plus Some 

travelling involved and a oe would be 
ee but not essenti 
97 Ad, Weekly 180 ‘Fleet St BC4 


sacaetake (Shorthand / Typist) = 
for congenial position (Strand 
cover all routine of small office. "Must 
have ae = 
act in absence of Age 
Hours 9.30 to 5. “No ~~] 
State fullest details, experience, age, 
y 


salary required. 

Box 173 Ad. Weekly 180 Fleet St EC4 
ag ae and Lettering Artist (Male or 
) » soanied by North-West Lon- 
on oe Mi bag = age, ¢x- 

—55~ and salary 
178 Ad. Weekly "180 Fleet St BC4 
—— SALESMAN for new style Estate 


Box "176 _Ad. Weekly 180 Fleet St aaa 
SPACE SELLERS) required on 
mission basis for foreign financial “pod 


EXECUTIVE ; getine jh a good, 


nt prospects. 

— or r, appointment. 
17 Weekly 180 Fleet St_BC4 
Patan required, 5 ~ day, 40 
eam conditions. Adapt 


Avenue, £E.C.1. 
TERminus 8770. po ES 
AREA MANAGER required for indus- 
trial journal in Scotland, Applicant 
should resident in Scotland, or pre- 
pared to take up such residence 
post is one for an yo oy 
salesman, and involves paamees selling 
together with control of salesmen. First 
class men only need apply 
Stating date of birth, marital status, 
previews experience and whether car 


Box 04 Ad. Weekly 180 Fiect St_ EC4 
SPACE SALESMAN required 7 old 
established technical journal This 


is an ao opera with 
pieny of an — 
enced 


Box 157 Ad. Weekly 180 Fleet St BC4 
EXCELLENT OPPORTUNITY occurs 
for Photographer, age about 25, to 


——— poaraaiss also for inter- rundell & ioe So ns — - 

national art directory. bers ond 

__Bow 185 Ad. Weekly 160 Fleet St pcs | {'mmbers, Temple Avenue, London, 

DESIGNER REQUIRED by manufac- SPACE SALESMAN. Applications 
turer Maidstone Area. invited from experienced men for posi- 
packaging, gencral, knowledge repro- tion of sole representative a 6 well- 
duction p High local directories in West 
Apply, no aaaaee, details and Middlesex areas. Vacancy due to 
approsimate 


representative 

Average carnings, salary and com- 

mission about £500. Position is per- 

manent and offers wide scope. Highest 
required 


take sole charge of ph ip de- 
ment oO uri 

m. Write, stating i experience 
salary required Cozens, 


Willmot Trucks Ltd., “Dudley, Worcs. 


SCREEN OPERATOR —s be 
fully experienced. Progressive Bis 
day week. Mitchell Signs by Display, 
_Lid., 21 Wellington Street 


SUPERVISING Space Sales —— 
for Scotland by established publishing 
house. Good and 


PRODUCTION: an requires two live 
2 Write fully as to 


in full confidence. Our staff knows of 
this advertisement. Managing Direc- 


tor, 
Box 171 Ad. Weekly 180 Fleet St BC4 


terms 
Apply, _—— full details of past ex- 


Derie: 
Box 164 ‘Ad. Weekly 180 Fleet St EC4 


TECHNICAL ARTIST, gevtarotiy with 
aircraft prod: 


16la High Street, Bromicy, Kent. 
ASSISTANT WORKS MANAGER for 
leading Display and Exhibition Con- 
tractors. Considerable 


Good ary a tight man. Write 
full details, man Displays 
Lid, 119 W hitheld Street, London, 


—as ASSISTANT wired by 
ge electrical concern with 


particulars of age, 
salary required to 
Box 172 Ad, Weekly 180 Fleet St BC4 
NT REPRESENTATIVE 
cequired by the Adver- 
Must have sound 


aged 30-35, 
tiser’'s Weekly. 


interviewing top Most 
work will oe in the “Provinces, but 
London — be he. 


pening for keen man who 


STUDIO BEGINNER required for — 
End Advertising Agency. 
nity to learn and progress. 
messages. 


Studio routine and Phone 
REGent 2600. 


wants to build u up a first-class 
Comme: 


SALES MANAGER REQUIRED to take 
charge of small media department. 
Recent a of selling space on 

c., is absolutely 

Applicants must also have 


experience to 
182 Ad. Weekly 180 Fleet St BCA 


INTELLIGENT AND WELL EDU- 
CATED Young Lady required for West 
‘Onsultants. Must 
reasonably efficient shorthand 
typist willing io take part in the general 
the company and capable of 
— after a short time as Secre- 
of the Directors. Write 

with fullest 7 details of education 


and experience 
202 Ad. Weekly 180 Fleet St EC4 


a. and previous saics 
Box 203° Ad Weekly 180 Fieet St BC4 


APPOINTMENTS WANTED 


FED UP . . . with being in the rut too 
long. Conscientious outdoor advertis- 
ing inspector, 16 years’ experience. 


orth of 
England with agency/advertiser appre- 
ciative a Ae =! and ability. 

Box 166 Ad. Weekly 180 Fleet St BC4 


Orrics FACILITIES 
also storage space) 
and a with car, available in 
Exeter area for reputable Company 
with W. Country interests. Moderate 
inc'usive fee by arrangement. 


Box 201 
Advertiser's Weekly, 180 Fleet St., E.C4 


ADVERTISER'S WEEKLY 


APPOINTMENTS WANTED 


EXECUTIVE, 32. with special experience 
overseas prod n 
direct mail and distribution 
wants post in export sceiling or agency 
where results will be suitably rewarded. 
Box 160 Ad. Weekly 180 Fleet St EC4 


LAYOUT LETTERING retouching artist 

wae , # mal experience requires 
agency 

Box 198 Ad. Weekly 180 Fleet St EC4 


PRINTERS’ b= > pl te has 
connections with good print 
firms. wishes to contact ~  - — 


agents. 
Box 167 Ad. Weekly 180 Fleet St a 


YOUNG MAN, 24. = post in 
tising. London S.E Educated, 
imaginative, willing s start at bottom and 
Box 162 | Ad. Weekly 180 _Fleet § St BC4 


DESIGNER secking post in textile trade, 
a = both machine and hand 
inted xtiles, Moderate salary. 
we (Miss), 135 Holland Road, 


you NG, enthusiastic man, now 
senting Trade Journals in Yorkshire, 
with —, connection with Adver- 
tising Agence and advertisers, 
secks progressive Position 
sentative 


mediums 
— in Northern England. Full de- 


tails 
Box 1 ie9 Ad. Weekly 180 Fleet St BC4 
DESIGNER secking post in textile wade 
interested in woven and printed fabrics. 
4 years’ training at Royal College of 
Art. Little moderate 
salary. Box 397, 100 High 
Street, Bromley. Kent. 


ADVERTISING AND SALES-PROMO- 
TION Manager (F.1.A.M.A.) with over 
25 years’ executive experience wants new 
appointment. Experience covers 
practically every phase modern adver- 
using, ly Technical. First- 
class cred 


Partuct 
entials and record. Would 
a Managing Directors please 


Box. 175 Ad. Weekly 180 Fleet St BC4 


COPYWRITER/PRODUCTION MAN, 
used to a secks post in or 
near Manch 
Box 200 Ad. d. Weekly 189 Fleet St EC4 


EDITORIAL PUBLICITY, Press Rela- 
tions, House Organs— Journalist, hav- 
ing done good job for one firm, secks 
chance to do it for another 

Box 192 | Ad. ee 180 Ficet St aS 


NC} 
++ # in all spheres, executive pro- 
duction. print studio, requires position 
with scope 
Box 199 Ad. Weekly 180 Fleet St BC4 


COPYWRITER / EXECUTIVE (26) 
desires an agency appointment 
ALP.A, public school education, 


first-class experience as agency group 
controller. 


Box 194 
Advertiser's Weekly, 180 Fleet St., E.C.4 


FREE LANCE SERVICES 


TECHNICAL ELLUSTRATION for re- 
jucuon. joded 


‘vews, Pers 


cal supervision, E. H_ Hall & Partners, 
58 Croydon Road, Beckenham, Kent. 
BECkenham 3090 

VERSES Cpoutings. etc.). Writer secks 
new com 


Box 9641 wre Weekly 180 Fleet St BC4 


BUSINESS OPPORTUNITIES 


WANTED Process Engraving firm for 
on of about pasate Se. with room for 
ion. 


expansi Box Dorland, 
18/20 Regent Street, leaben, S.W.1. 


SHORTHAND- te Secre- 


a y Bureau, 
cel House,’ Whitcombe Street, W.C.2 
(WHitehal! 5924). We specialise in 
efficient personnel. 
EXECUTIVE, 28. A.LP.A., seeks in- 
teresting agency position anywhere. 
Box 161 Ad. Weekly 180 Fleet St ‘ECs 
wae, EDUCATED Young Man (27), 
perienced all aspects production/ 
fanaa secks change to old cstab- 
ished ag ® as po 


PUBLISHERS... 
we have the pleasure? 
we "Skrent Advertiang Men of 
rey MEDIA 
REPRESENTATION I iE NORTH. 
— C.~ media will be carried. 


peccable Refere 
ENQUIRE WITH TH CONFIDENCE TO: 
Advertiser's Weekly, 180 Fleet St., E.C.4 


executive. London 
Box 16s Ad. Weekly 18 180 Fleet St BC4 


’Phone your Classifieds to CHA 8844 (Ex 23) 


(Continued on page 519) 
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ADVERTISER'S WEEKLY 


IT IS POSSIBLE for your advertising film to be in a thousand or more cinemas each 
week if you use the Younger Network. Younger Budget Films and Filmlets are seen by 
around 5 million people every week in comfortable, well-attended cinemas throughout the 
country, particularly in the heavily populated areas where today’s highest wages are being 
earned — and spent. 


IT IS POSSIBLE to select your audiences nationally, regionally or locally. On the 
average 64°,, of Younger audiences are under 35 years of age, and of these 40% are women, 
nearly half of whom are married. It costs as little as 2/Od. per thousand actual viewers on 
the Younger Network. 


IT IS POSSIBLE for you to be sure of the appearance of your advertisement on the 
date booked—that is guaranteed and continuity is thus assured. Find out all about Younger 
Budget Films and Filmlets. (a) Ask for our brochure, (b) Ask for a demonstration (no 
obligation, of course). 


DANIEL F. WARNOCK + DIRECTOR OF NATIONAL SALES 


28 ALBEMARLE STREET: LONDON WI: REGENT 6593 


Tuurspay, June 14, 1951 


55/- (overseas) 


STOP PRESS 


ROTHERMERE 
WARNS ON 
NEWSPRINT 


Lord Rothermere’s statement 


cannot reassure you that either 
the shortage or the high 
of newsprint have rence 
worst to be expected. 
anticipate having to pay 
higher price before this time 
i, year.” An increase of £10 
a ton in newsprint price raised 
——— costs of their news- 
papers by £500,000 a year. 


MORRISON’S HOPE 


Foreign Secretary Herbert 
Morrison at Press Association 
members luncheon Wednesday 
said he hoped in al! sincerity 
British Press would get more 
newsprint at fair price. He said 
British people would rightly not 
tolerate any Ministry of Interior 
terrorising Press. Free Press 
throughout world was one of 
greatest instruments for inter- 
national understanding and 
peace, 


Lionel Hawser, formerly ad. 
manager Marconi Instruments 
Ltd., appointed an executive 
with Paul Baratte and Asso- 
ciates, international market and 
advertising firm. 


James Johnson-Smith, Direc- 
tor of |; since 1943, has 
died aged 77. 


K. Thure-Larsen, British 
sales manager, Chrome Print 
Ltd., sails to-morrow for U.S.A. 
to be sales manager for com- 
Rew 's new factory in Hightfield, 

ew Wa Gonen Successor in Britain 


Over five per cent of home 


delegates registering for Inter- 
Conference 
relations 


national Advertisi 
are in public 
work, 


Published the 
Mine 1418 951. Printed in England by Staples Printers ited at their Great Titchfield Street, London. 
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